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EM WEEK 
REPORTS ON 


HOW HOT IS THE AIR CONDITIONER MARKET? 


Retail Survey Showed 





| APPLIANCE-TV 


— SALES FOR THE FIRST QUARTER ROSE 1.03% 


above the first quarter of 1960, according to lat- 
est EIA figures, but television sales for the three- 
month period remained well below last year’s 
levels. Radio sales (excluding auto radios) hit 
853,821 for March, pushing the three-month to- 
tal to 2,100,729 units, compared to 2,079,308 in 
1960. Television sales, at 530,105 for March, 
brought year-to-date sales to 1,382,178, a 13.63% 
drop from 1960’s first-quarter total which 
reached 1,600,369. 

Radio production for the quarter was down 
19.62% from 1960 at 3,589,154 units. TV pro- 
duction was down 17.05% for the quarter, hit- 
ting 1,309,811 units. Home radio production 
dropped 2.77% and FM production was down 
to 166,822 units, compared to 192,764 units in 
1960. 5 


CRACKING THE GAS REFRIGERATOR NUT has been a 


real problem for both Whirlpool and Norge. 
(Best guess says they’ve sold fewer than 300,000 
pieces in three years.) Whirlpool’s latest nut- 
cracker: A healthy over-$40 promotion allow- 
ance on all three of its boxes—even the spiffy 
brushed chrome top-of-the-line model. * 


THERE’S A LEAK IN THE REFRIGERATOR PRICE DIKE, 


which could conceivably bring another (remem- 
ber last spring?) flood of price cutting. First 
move came out of Whirlpool’s Las Vegas dis- 
tributor convention, where the company bowed a' 
12-cubic-foot, two-door stripper (HC12T) ata 
price that could work out to as low as $200 w'th 
trade at retail. A company spokesman said he 
didn’t figure the retail price would go that low, 
pegged it at $249 with trade, but admitted it was 
the lowest in the industry. Will other manufac- 
turers follow? , 


NEW CARTRIDGE TAPE PLAYER probably will 
hit the market place early next year, according 
to present company plans. A factory prototype 
has been built and Minnesota Mining & Manu- 
facturing Co. is ready to tool up for production 
models. They’ll be field-tested before 3-M puts 
them on the market in 1962. = 


NORGE COIN-OP DRY CLEANERS are being promoted in 


an intensive advertising campaign in consumer 
magazines. Previously advertising had been lim- 
ited to local newspaper promotions of Norge 
“Villages.” The national magazine drive com- 
plements an enlarged newspaper schedule. » 


A NEW PUSH BY THE GAS INDUSTRY is a publication 


by GAMA directed at home service women work- 
ing for gas utilities. Called “The Distaffer,” the 
newsletter will be published quarterly, is de- 
signed “as a leavening agent in your jobs of pro- 
moting gas and gas appliances,” according to 
Harold Massey, managing director of the Gas 
Appliance Manufacturers Assn. ® 


Turning their backs on a cool spring 
—and even cooler room unit sales— 
dealers across the country last week 
told EM WEEK correspondents they 
were looking to the weatherman for 
the long-range silver lining in the 
1961 room air conditioner market. 

And, so far, the weatherman has 
come through with optimistic pre- 
dictions. Several regional forecasts 
call for above-average temperatures 
well into the fall. And the national 
picture for the next 30 days is a 
healthy one: The U.S. Weather Bu- 
reau says there’ll be near normal to 
much above normal temperatures in 
the East and Southwest. 


There’s still a chance to capitalize on 
the predicted good weather by order- 
ing your copy of EM WEEK’s double- 
barrelled air conditioner selling tool: 
“How To Sell Room Air Condition- 
ers” (a 16-page booklet), and com- 
plete 1961 room unit spec sheets, 50 
cents each, quantity prices on re- 
quest. Write: Reader Service Dept., 
EM WEEK, 330 W. 42 St., N.Y. 36, 
N.Y. 


Here’s a look at the market heading 
into the heat of the selling season. 
Check these city-by-city reports for a 
dealer’s-eye picture of room unit in- 
ventory, hot products, prices and pre- 
dictions for the rest of the year. 


ATLANTA—Gloomy was the word from 
this usually bright spot on the early 
air conditioner sales scene. Dealers 
figured sales were off as much as 
50% from last year. But inventories 
looked fairly healthy, running from 
the same as last year to below. 
Most popular model so far this 
year was hard to pin down. At 
Sharpe Appliance Stores, 1-ton, 8,600- 
to 12,000-Btu units, for $230 were 
the best movers. But Castleberry’s in 
an Atlanta suburb was selling bigger 
units: 114-hp, 13,000 to 15,000 Btu. 


CHICAGO—Cool weather has kept 
Windy City air conditioner sales be- 
low those of last year. But dealers 


figured 1961 could still be pulled out 
of the bag. Here’s what they told 
EM WEEK: 

Ray Powers of Crittenton’s, Inc., 
put sales a couple of percentage 
points below last year, inventory 
down a little. His best-selling unit: 
714-amp, 1-ton Emerson or Fedders. 
Powers said he was doing some busi- 
ness with specials at $199.95, in- 
stalled (last year’s models), and 
$229.95 (1961 models with instant 
mounts). 

John Karella of Austin Appliance 
Co. (four stores) figured his sales 
were down at least 10% from last 
year—-if not more. Ed Trage of 
Trage Bros., Forest Park, said sales 
were down more than 10%. At 
Trage’s smaller units were going 
best (714-amp, 7,000 Btu), selling 
for around $200. He didn’t have too 
much action on some specials at 
$169 and $179. 


CLEVELAND—Fair-to-middling early 
sales failed to dampen Cleveland 
dealers’ predictions for the rest of 
the air conditioning season. “If the 
weather stays the way it is,” said a 
spokesman at Ohio Air Conditioning, 
Inc., “it looks like a really good 
year.” 

Dealer inventories, though, were 
running lower than last year. 

As for predictions for Cleveland’s 


most popular unit, the money was 


on the smaller units. Most dealers 
said they figured the 1-hp, 7,000-Btu 
model, retailing for around $260 
(higher than usual) was the narie 
of the game. And the model would be 
stripped, no gimmicks. 


DALLAS—Where .they were moving 
units in “Big D,” they were moving 
big ones. At Lyle & Riddle Appli- 
ance Co., sales were running 20% 
ahead of this time last year. And the 
best seller was a top-of-the-line 114- 
hp, 18,000-Btu model, which was go- 
ing for around $350 to $390. What’s 
the secret behind this kind of sell- 
ing? Owner K. R. Lyle said “Plain 
old cooling is what counts. Added 








HOW HOT IS THE AIR CONDITIONER MARKET? 


Key Dealers Said... 


Mike Filderman, George’s, Washington 

. “Only God knows when the season 
will begin. It depends 100% on the 
weather.” 


Joe Banner, Firestone, Dallas... ‘We've 
had a cool spring and that’s not just 
another excuse. When the weather 
warms up, customers will kill us.” 


Bob Shelly, Bob Shelly Appliances, At- 
lanta . . . “We'll be lucky to do 75% 
of last year’s volume.” 


Charlies S. Castleberry, Castleberry’s 
inc., Chamblee, Ga., (Atlanta suburb) 

. . “We're getting some good nibbles. 
But sales haven't really gotten up much 
steam yet.” 


Chick Myers, Valley, Phoenix . . . “The 
8,000- and 9,000-Btu units are the best 
movers—but in this area they’re no 


bargain. They just don’t have enough 
capacity. . . That was our biggest prob- 
lem before. We’d tell a client what he 
needed—and then he’d go to Sears and 
buy a plug-in. When summer started 
scorching and the unit couldn’t handle 
the job—he’d call us back and ask us 
what to do. We’d tell him to go buy 
another one just like it—and so Sears 
made two sales and we made none.” 


Russ Morrissey, Mehagian’s, Phoenix. . . 
“We're cautious as hell because busi- 
ness last year in room units was down 
25%. Why? We've endured a depression. 
Call it whatever you like—it’s still a 
depression when customers won't buy.” 


Ed Kellum, Kellum Appliance Co., Dallas 

. “The clock timer would create quite 
a few sales if it received the proper ad- 
vertising. And I’m going to run some 
ads on it.” 


ELECTRICAL MERCHANDISING WEEK 








Cool Spring Hurt, But... 


features don’t influence our cus- 
tomers.” 

Other Dallas dealers were having 
early season sales trouble. “Business 
is off 100%,” griped Firestone’s Joe 
Banner. His prediction for the best 
seller of the year: “Little 1-hp units, 
having 6,600 to 7,500 Btu, in the 
range of $169 to $199.” 

Disagreeing with Banner, Mack~ 
Hill, J. G. Boyd Co., said he felt the 
year’s best mover would be the 1-ton 
or 1%-ton unit, with 12,000 to 
14,000 Btu, retailing for from $279 
to $349. 


LOS ANGELES— Anticipation was run- 
ning higher than sales in this usually 
hot early season city. Movement was 
“normal” at White Front Stores, 
Inc.; inventory was “a little larger 
than in the past.” 

Inventory was lower than last year 
at Doutre Home Appliances in 
suburban Van Nuys. And sales were 
better than last year. Best-moving 
units were the small ones: One- 
horse models with 7,000 to 9,500 Btu, 
for around $200. 


MIAMI—In the face of an excellent 
quarterly room air conditioner sales 
report from Florida Power & Light 
Co., area appliance dealers were split 
on how good sales actually were. 

They all agreed, however, on two 
things: (1) South Florida’s weather 
hasn’t been hot enough yet to heat up 
any real volume; (2) customers 
weren’t interested in gimmicks. 

Florida Power & Light said total 
March air conditioner sales in its 
territory were 4,500 units, up 50% 
over March, 1960; three-month sales 
were almost 12,000 units, up 59% 
over the same period last year. 

As for individual dealers, O. A. 
Griffis of Shoprite Appliance Center 
reported volume was 25% better so 
far this year. 

Edward A. Keyes of R-Keyes, Inc., 
had only complaints: “Sales are 50% 
off so far in 1961.” 

Inventories, generally, were in 
good shape. Best movers were 1- and 


11%-ton reverse cycle units with 
8,000 to 10,500 Btu. Popular price 
range: $225 to $260. 


NEW YORK—Though metropolitan 
papers were crammed with air con- 
ditioning advertising, sales were 
slow. “I don’t know when they’Ill sell 
—maybe in July or August,” 
shrugged Charlie Dressner of Heins 
& Bolet. 

“Lots of interest,’ was the good 
word from Brooklyn’s Dave Adel- 
man. The bad word: ‘Few sales.” 

For the New York apartment- 
dweller market, it was easy. to pre- 
dict the No. 1 model. Traditional 
seller is the one-horse, low-Btu unit, 
for around $200. And, as might be 
expected, instant mounts are a most 
popular talking point. 


PHOENIX—Slow early season sales 
in the Phoenix metropolitan area 
weren’t helped when a storm dumped 
snow and cold winds on northern 
Arizona. And adding to dealer prob- 
lems was a big carry-over from last 
year. 

Generally, dealers agreed on how 
the market shaped up: Best mover 
figured to be the low-amp, 8,000- to 
9,000-Btu unit, selling for $200. 

Prices looked firm up to the end 
of the year—if dealers hold true to 
their vows. Again, Sam Bender spoke 
for the majority when he said. 
“We're going to adhere to our no 
price-cutting policy—right up to the 
end of the year when we’ll go down 
to inventory cost if we have to in 
order to clear the floor.” 


WASHINGTON, D. C.—Spotty hot days 
brought spotty sales for area ap- 
pliance dealers. The overall picture, 
summed up by George’s Mike Filder- 
man: “Lousy.” 

Best mover for George’s and 
Todd’s, both huge discount opera- 
tions, was the 714-amp, 7,000-Btu, 
stripped model, going for around 
$200. At Fulford’s Colony, though, 
the most popular price was $230, for 
the one-horse, 7,000-Btu unit. 
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Mace Harris, Coral Gables, Fla .. . ‘Sales 
are pokey so far. The first quarter is 
worst along the Gold Coast as sales are 
cyclic because of delayed anticipation of 
tourist money, income tax refund money 
and lack of unpleasantly hot weather.” 


K. R. Lyle & Riddle Appliance Co., Dal- 
las... “Il got optimistic and got some 
good deals on my advertising, so | 
bought twice as many air conditioners 
for this year. | think they will move, 
though, or | wouldn't have bought 
them.” 


Jack Boberg, Appliance Mart, Cleveland 
° . “Our inventories are lower. We 
learned our lesson last year.” 


Andy Anderson, White Front Stores, Inc., 
Los Angeles . . . “We, along with every- 
one else, are anticipating one of our 
best years. This is due to the long-range 
weather forecast which indicates above 
normal weather into October.” 


Mack Hill, J. G. Boyd Co., Dallas . . 
“Not one of these added gimmicks is 
the deciding factor (in a sale). Only in 
a very few cases would such a feature 
as instant mounting make a sale.” 
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Edward A. Keyes, R-Keyes, Inc., Miami 
. .. “I’ve never seen business generally 
as poor as it is.” 


Schwede’s Appliances, Cleveland .. . 
“Prices seem a little higher this year. 
But we haven't had enough sales or in- 
quiries so far to be able to answer... 
If it gets good and hot and stays hot, 
we should have a good year. If it doesn’t 
we won't. It’s as simple as that.’ 


Charlie Dressner, Heins & Bolet,- New 
York City . . . “‘There’s very little doing 
in this cockeyed air conditioner busi- 
ness . .. Business is so busy we don’t 
even have time to go out and borrow 
the rent.” 


Sam Bender, Bender’s Appliances, Mesa, 
Ariz. .. . “‘The business is risky. There’s 
too much cut-throat fellows selling just 
10% over invoice. We have to have 
17% or we don’t make it. And we 
should have 20% .. . We're taking a 
‘the heck with it’ attitude. If we don’t 
get our price, the merchandise will stay 
right on the floor . . . right up to the 


end of the year when we'll go down to 
inventory cost if we have to in order to 
clear the floor.” 








/MARKET REPORTS 


MIDWEST .. . CLEVELAND— 
Spring finally hit Cleveland last 
week, and the sighs of relief 
from the city’s appliance dealers 
were almost audible. As_ the 
thermometer went up, the num- 
ber of shoppers increased, 
though sales didn’t match the 
increased traffic. But dealers all 
over town were optimistic that 
the improvement in the weather 
would bring an increase in buy- 
ing. 

“We’re sitting up and looking 
around again,” was how the 
manager of one downtown store 
put it. He’was planning to plug 
refrigeration and air condition- 
ing now that the weather was 
with him. At Schwede’s Appli- 
ances a telephone selling cam- 
paign brought out customers not 
previously familiar with the 
store. “We just picked out a 
street and made calls to every 
house,” the manager said. The 
sales that came in made the 
price of the phone calls pretty 
cheap, he reported. 

Laundry was still the leader, 
dealers said, with some interest 
being shown in air conditioning. 
Mother’s Day gave a big boost 
to housewares, and hair dryers 
led the list of gift items, dealers 
reported. They’re keeping a 
worried eye on the state of 
homebuilding in the area, 
though. So far, it hasn’t looked 
like a particularly good year for 
the homebuilding industry, but 
delays caused by the weather 
could mean only a slow start. 

Improving production in the 
metalworking industries have 
meant some return to fuller 
work schedules, and _ dealers 
were encouraged that the worst 
is over. 


SOUTH .. . NEW ORLEANS— 
Business was better, but still 
nothing to cheer about, according 
to most dealers in the New Or- 
leans area. Prices remained soft. 
The majority of dealers reported 
ample inventories, and there was 
confidence that the coming heat 
would spur appliance sales. 

Jay Clapp, sales manager at 
Walther Bros. Co., Inc., said 
that the firm was “accentuating 
the positive” in an attempt to 
stimulate buying confidence. 

W. M. Garrett of Barnett’s 
said that May looked like the 
best month in the last 12, ex- 
cept for December. And Byron 
Tynes at Weiner Furniture Co., 
assessing the local situation, saw 
good months ahead. He also 
mentioned the area’s soft prices, 
caused by a highly competitive 
market. 

At Alexander’s, inventory was 
a little higher than usual for 
this time of year because the 
company laid in a large stock of 
air conditioners. But the con- 
cern was confident that it would 
be able to move them before 
the hot summer days came. 
Weather-wise New Orleaners 
will probably not wait until 
they’re sweltering to buy. 

Dishwasher and range sales 
had fallen off considerably. 
Best movers in the market were 
stereo, refrigeration, TV and 
air conditioning. 


WEST ... CHEYENNE, WY0.— 
The cash registers at Cheyenne 
appliance stores were ringing a 
merry tune again this year, al- 
though most dealers reported 
that their dollar volume was 
down slightly from last year’s 
banner business. 

Construction work at Atlas 
missile sites ringing Cheyenne 
tapered off from last year’s peak 
and the slowdown was felt in a 
slight reduction in sales. How- 
‘ever, Lyle Harsch, president of 
the Cheyenne Appliance Dealers 
and manager of Ranchers Appli- 
ance (Maytag-Westinghouse), 
predicted an upsurge of business 
during the summer and fall. 

Robert Marek, manager of the 
Electrical Center (Norge), said 
business has been steady with 
sales running equal to last year 
while Les Harnish, appliance 
manager for B. Davis Furniture 
Co. (Frigidaire), said 1961 busi- 
ness was good until a slump 
occurred early in May. 

The Cheyenne Appliance Deal- 
ers pushed dishwashers in a 
city-wide promotion and adver- 
tising campaign the past 30 days 
and it paid off in handsome 
profits. Fred Nylander, commer- 
cial manager for Cheyenne 
Light, Fuel and Power, termed 
the ‘sale of: dishwashers “phe- 
nomenal.” Nylander said some 
dealers sold more dishwashers 
in the first four months of 1961 
than they did in all of 1960. 

Harsch said although dish- 
washer sales have gone up con- 
siderably, sales fell below his 
expectations despite the tremen- 
dous volume of radio and news- 
paper advertising expended. 
“There was a big push for 
Mother’s Day, but the sales were 
nothing to brag about,” he said. 

Harnish reported that dish- 
washer sales—especially for 
portable models—were _ excep- 
tional in the past 30 days. He 
said the front-loading portable 
Frigidaire, which retails for 
$259, had been “especially hot.” 
Most Cheyenne dealers also re- 
port that washers and dryers 
were moving well. Sale of ranges 
was termed fair to good. 

Electrical Center said _ its 
radio sales—particularly tran- 
sistors—were good. Marek at- 
tributed the transistor sales to 
an increased interest in civil de- 
fense. He said radio business 
had been good because his store 
was concentrating on service and 
parts replacement. 

“We find that catering to the 
customer’s wishes for a 25-cent 
radio part gets him into the 
store and makes us a friend for 
future business,” Marek said. 
He said that in addition to dish- 
washers, irons, hair dryers. and 
electric can openers “were the 
prime choice for Mother’s Day 
gifts.” 

Nylander said the sales of re- 
frigerators and freezers had 
been good recently, considering 
that winter and spring are gen- 
erally the slow months for those 
items. 

Dealers have heard rumors 
that another appliance store will 
be established, but there was no 
confirmation yet. 


EM WEEK 
LOOKS 








AHEAD 
IN THE NEWS 


EXPECT MORE COMPETITION FROM WOOLWORTH’S. 


The giant chain store last week unveiled plans 
for a chain of discount department stores with 
appliances sold by concessionaires. Name of the 
chain, store locations weren’t announced, but 
operations may begin by the end of the year. 
S. S. Kresge also is considering entering the 
discount department store field. . 


LAUNDRY MAKERS WENT ANOTHER ROUND ON 12- 


POUND washers at AHLMA’s board of directors 
meeting in Chicago last Tuesday. Background 
on the battle: G-E claimed 12-pound capacity 
in its 1961 washer line; Philco followed. Other 
manufacturers held back for a variety of rea- 
sons: (1) Worry over washability; (2) a feel- 
ing that large loads defeated the idea behind 
automatic washing—small, select loads washed 
often. A hassle developed between the two sides, 
steaming up to a point where non-12-pound 
makers threatened to advertise 12-pound on 
their present lines if 12-pound makers refused 
to withdraw claims. After last week’s meeting, 
though, it appeared there would be a cooler- 
headed settlement, perhaps with AHLMA help.s 


PHONO SALES FOR THE FIRST QUARTER were down 


all along the line, according to official EIA sta- 
tistics. Factory sales of monaural phonos 
dropped 29.5% below the first quarter of 1960, 
hitting 193,472 units. Retail sales dropped 
26.5% to 231,537 units. 

Stereo followed suit. Factory sales were down 
29.2%, with a total of 643,490 units; retail 
stereo sales were down 24%, a total of 734,383 
units. * 


THE TRAFFIC FROM JAPAN of electronics increased in 


February, as compared to January, according 
to latest Japanese Finance Ministry statistics. 
The figures: radios with more than three tran- 
sistors, 251,725 worth $3.2 million; tube radios, 
105,168 units ($722,000); 21-inch TV and 
larger, 2,677 units ($132,000) ; tape recorders, 
30,767 units ($802,000). * 


SEARS ROEBUCK WILL GET INTO COLOR TV this fall 


with a limited number of sets which will prob- 
ably carry the company’s own Silvertone trade 
mark. Sears has yet to fill in details on price, 
manufacturer (possibly RCA, maybe Warwick 
will make the sets) or if the receivers will be 
available by catalog. . 


MAGNAVOX’S SERVICE ALLOWANCES for its one-year 
free labor warranty add up this way: On TV 
retailing for $279.50 and up, dealers get a $20 
service warranty reserve. Stereo combos priced 
$249.50 and higher get $25. And the company 
added its diamond needle to the warranty roster. 
Period: 10 years. x 











G-E Stereo A Year Later: 


The mood is bullish in the General 
Electric audio products section. 

Ready for its second go-round in 
the stereo console business, the De- 
catur-based section will confidently 
start to show its new, longer line 
today to distributors in. Louisville. 


Behind the confidence: What the com- 
pany thinks is a fine start in the busi- 
ness plus design features in the new 
line that could make it the hottest in 
the industry. 

G-E didn’t get into the stereo con- 
sole business until last year. The first 
line—four basic models starting at 
$199.95—-wasn’t in the pipelines un- 
til December. 


First-quarter results ran ahead of ex- 
pectations. “We’re 162% of budget 
for this year,” dealers on a Miami 
Beach junket were told by Charles 
Coward, head of the section. (G-E 
officials explained that the budget 
was modest—after all 162% of bud- 
get means the section was running 


62% ahead of their budget.) 

G-E officials pointed to two basic 
reasons for the fast start in the 
stereo business: (1) Strong distribu- 
tion which got the section off the 
ground and (2) introduction of the 
$159.95 all-wood stereo consoles in 
January—a move, incidentally, which 
was the talk of the industry at the 
Winter Markets. 


The future: The industry isn’t through 
innovating, predicted Marshall Bart- 
lett, marketing manager for G-E’s 
audio products section. Generally, he 
figures, you’ll see more emphasis on 
better sound—more speakers and per- 
haps more power-——and furniture, of 
course, will remain important. Rever- 
beration will stick around as a fea- 
ture at the high end and work for 
the dealer who takes the time to 
demonstrate it. 

As for G-E’s status in this year’s 
stereo business, cracked one confi- 
dent official: “We’ve built a darn 
good springboard.” 





Illinois Utilities Win: Next Move 


Peoria appliance dealer Horace W. 
Staats lost his battle to put the elec- 
tric utilities out of the appliance 
merchandising business in Illinois 
(EM WEEK, March 13, p8). 

But he contends the war is still 
not over. 

Legislation proposed by State Sen. 
Dwight Friedrich, Centralia Repub- 
lican, and backed by Staats, was vot- 
ed down last week by the Illinois 
Senate’s public utilities committee. 
Of the committee’s members, only 
two voted in the affirmative. 

The bill not only would have kept 
utilities from selling appliances in 
the state, but also would have re- 
quired them to advertise for bids for 
running service lines into homes or 
businesses. In other words, the bill 
would effectively have stopped them 
from working on the customers’ 
premises, one utilities man said. The 
bill also had the backing of an elec- 
trical contractors’ group, interested 
in the service line possibilities. 


Reason for the bill’s failure: ‘The pres- 
entation was poorly handled,” ac- 
cording to Staats. “It was confused 
with what the contractors were do- 
ing.” Staats said he did not know if 


it was too late to try to get another 
bill introduced in the current meet- 


ing of the state legislature. But he 
‘felt there was a ray of hope in a 


comment by one of the committee 
members: Sen. John Meyer of Dan- 
ville asked whether utilities could be 
enjoined from activities not spelled 
out in the utility franchises granted 
by the Illinois Power Commission. 

“T think we’re going to pursue that 
angle,” Staats said. “But we’re going 
to have to dig up some money, too, 
to do the job properly.” 


The matter won’t rest in the legisla- 
ture, however, if Staats has his way. 
He hopes to meet soon with repre- 
sentatives of Central Illinois Light 
Co., Peoria electric utility with which 
Staats tangled initially. The utility 
has been going after the area’s ap- 
pliance market with an aggressive 
merchandising and promotion policy. 

Staats hopes to put together a 
presentation for the utility, part of 
which will show what other utilities 
are doing to aid appliance dealers. 

“We’re conducting our appliance 
business in our usual manner,” com- 
mented W. W. Babcock, vice presi- 
dent of Central Illinois Light. 





Ackerman Joins 


Warren S. Ackerman has been ap- 
pointed an associate editor of EM 
WEEK. For the past 214 years, Acker- 
man has been a district sales man- 
ager for £M WEEK in the Eastern and 
Atlantic districts. 

Prior to coming to McGraw-Hill, 
Ackerman was with Batten, Barton, 
Durstine & Osborne advertising 
agency as an account-executive for 
the Philco and U.S. Steel accounts. 
His duties required him to work 
closely with Philco’s distributors and 
dealers in the organization and ad- 
ministration of cooperative advertis- 
ing programs. 

A graduate of Princeton, Acker- 
man’s career in the appliance indus- 
try began in 1947 when he became a 
salesman for the Gould-Farmer Co. 
in Syracuse, N.Y., one of the largest 
distributors of appliances and house- 
wares in central New York. 
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“WHAT'S RONALD REAGAN T0 ME?” 


“Ronald Reagan is only one of the big name entertainers who ap- 
pear on General Electric Theatre. Most of the families in my 
neighborhood want to see them. 


“It’s truly popular entertainment on a quality level, and offers 
an excellent background for the General Electric commercials. 


““Yes— General Electric Theatre helps me as a General Electric 
Appliance dealer—just like the ads in the magazines that the 
people read here. Just like the advertising I run—and all the pro- 
motion materials available to me. 


“They all bring customers into my store, already aware of the 
exclusive features they get with General Electric appliances. 


“It helps me sell. And it’s just one thing that make it profitable 
for me to concentrate on General Electric Major Appliances.” 
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GENERAL ELECTRIC MAJOR APPLIANCES—General Elec- 
tric prestige - the most complete line - most-wanted features - 
preferred by most women - backed by really effective advertising. 


OFFERING THE GENERAL ELECTRIC DEALER—personal 
warranty service plan + complete local advertising and promotion 
- sales training - complete financing + continuous distributor co- 
operation. Major Appliance Division, General Electric Company, 
Appliance Park, Louisville 1, Kentucky. 

What’s Good for our Dealers... 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 


is Good for General Electric. 
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Filters: Why They Can 
Make Or Break You In 
Selling Air Purifiers 


Hay fever season—the time of 
year when antihistamines and air 
purifiers enjoy climbing sales—is 
just around the corner. And dealers 
who sell purifiers all year long and 
those who only promote them during 
the sneezing season are beginning to 
wonder, “What kind of a year will it 
be?” The answer from manufactur- 
ers: It will be a good year if re- 
tailers will concentrate on selling the 
filters in air purifiers and forget 
about selling price. 

Last year wasn’t nearly as good as 
‘manufacturers and retailers thought 
it would be. Everybody blamed the 
government—the FTC and the FDA 
—for the mediocre sales because it 


clamped down at what it called “‘mis- 
leading advertising.” But the indus- 
try expects this year to be better 
because the advertising has been 
cleaned up. 

The inside word from Washington 
is that the government will be taking 
another long look at purifiers in 1961. 
The twist is that this year the fed- 
eral agencies will be interested in 
what manufacturers and retailers are 
not telling the consumer. And this 
means the government will be look- 
ing at filters. 

Washington feels that the public 
is not adequately informed about the 
efficiency and life of the various kinds 
of filters found in air purifiers. The 


government claims customers should 
know that air purifiers begin to lose 
their efficiency as soon as they’re 
turned on. 


Manufacturers blame retailers because 
“they know that filters won’t last 
forever but.none of them tell the cus- 
tomer that.’’ Several purifier makers 
told EM: WEEK that their salesmen 
spend “a lot of time” trying to con- 
vince dealers to stress that filters 
must be changed or cleaned periodi- 
cally if the machine is to function 
properly. 

“After all,” one manufacturer said, 
“a customer who spends money for 
an air purifier is buying, primarily, 
the air that comes out of the unit. 
When a glamorous new purifier slows 
down and fails to remove the smoke, 
dust or pollen from the air, the cus- 
tomer calls the dealer and he has to 
spend his time explaining how the 
filter works. He could save himself all 
that*time and trouble if he would tell 
his customers that filters just don’t 
last forever.” 

“Selling price—one of the big 
problems facing the industry today— 
is the natural résult of a salesman 








not knowing his product,” another 
manufacturer explained. “It’s a basic 
fact that both customers and sales- 
men are happier if they know what 
they are buying and selling. If a 
salesman knows his product fully, he 
doesn’t have to bother with selling 
price.” . 


All air purifiers have filters of one kind 
or another. And all filters have at 
least one common quality—they trap 
and collect foreign air-borne parti- 


: cles. No filter, whéther it’s a mechan- 


ical filter, a charcoal filter or an elec- 
trostatic precipitator, can destroy 
the dirt or dust it collects. Accumu- 
lated dirt: oan seriously impair the 
air-cleaning ability of a unit. In just 
two weeks, some filters can become 
so clogged that no air can get through 
the machine. 


Know the filters in the air purifiers 
you’re selling. It saves time, trouble, 
money and customers. Dealers should 
encourage their salesmen to sell the 
filter by telling the customer how it 
works, how long it will last, how to 
clean it and how much it will cost to 
replace it. 








The estimated dollar volume in 1960 climbed to 
$4.16 million compared with $3.8 million in 1959. 
Unit volume jumped from 420,000 in 1959 to 465,- 
000 in 1960. But the average retail selling price 
dropped from $9.25 in 1959 to $8.94 last year. 
Housewares, department and appliance stores still 
do the bulk of the business; they’re followed by 
jewelry, gift and retail drug stores. Most of the 
newer merchandise is made to handle the electric 
currents used in foreign countries. The latest sell- 
ing trend is to promote travel irons as second 





Christmas is still the hottest time of the year for 
travel iron sales, but a gradual trend to promoting 
them on a year-around basis is gaining ground. 
Next best seasons are the vacation and back-to- 





There is little national advertising done on travel 
irons except for the Christmas and vacation mar- 
kets. During the remainder of the year, travel iron 
ads hitch hike with regular iron ads. Most adver- 





The average selling price this year is lower than 
any time during the past three years. Suggested 
retail tags range from $7.95 to $14.95 with the 
most popular being between $10.95 and $11.95. 
Most retailers stock at least three price levels. 





Retailers and manufacturers claim that the most 
effective and most popular travel iron displays are 


TRENDS 
household irons. 
PROMOTIONS 
school months. 
ADVERTISING 
tising is done on local levels. 
PRICE 
DISPLAY 


those that utilize the iron’s carton for point-of- 
purchase countertop displays. The majority of irons 
are packaged to be displayed:this way. 





SELLING TIPS 










You can increase your travel iron sales if you will 
emphasize: (1) Size, convenience and versatility 
for travel. If you sell irons that are equipped to 
operate on different foreign electric currents, make 
sure your customers know it and why it’s impor- 
tant. (2) The idea of a second iron for the home 
to take care of last minute touchup ironing chores 
(3) Economy. 


cut along dotted line 














A power selector dial, a Vibra- 
Beat deep-cleaning power head, a 
triple filter system and a sanitized 
disposable dust bag are features of 
Eureka’s 1961 vacuum cleaner line. 
The new line, the biggest in the 
company’s 5l-year history, includes 
five canister models and one upright. 

The power selector, which adjusts 
suction to suit each vacuuming job, 
is a feature only of the Custom 
Vibra-Beat 1020A cleaner (above). 
Suggested price: $99.95. This model 
and the four others in the line also 
include the deep-cleaning power 


4 Features In The 1961 Eureka Vacuum Line 


head, which loosens embedded dirt 
by means of three rows of beaters 
and a 1-hp motor; a triple filter 
system that catches dirt through 
three separate filters; and a sani- 
tized dust bag that is chemically 
treated with a germ killer. 

Other canister models are: Vibra- 
Beat 980A, $69.95; lightweight Vib- 
ra-Beat 880A, $59.95; two budget- 
priced Roto-Matics, the 860AB, 
$44.94 and the 806A, $39.95. The 
upright is model 260A, $89.95. 

Eureka Williams Co., Blooming- 
ton, Ill. 
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Why G-E Portable Dept. 
Is Dropping Distributors 


For the second time in the past 
two months General Electric Com- 
pany’s portable appliance depart- 
ment has sliced a sizable chunk off 
its independent distributor list—this 
time in the New York and New 
Jersey areas. 

A G-E spokesman in Bridgeport, 
Conn., said this was being done be- 
cause the number of retailers selling 
portable appliances in those areas 
has diminished. 

The department has just informed 
the following five distributors it 
would not renew their franchises 
when they expire June 30: Beacon 
Sales Co., New York; L. R. Beavis 
Co., New York and Newark, N.J.; 
Eagle Sales., Elizabeth, N.J.; Rut- 
kin Electrical Supply Co., Asbury 


Park, N.J. and R.T.A. Distributors, 
Inc., Albany, N.Y. 

In March, five independent G-E 
distributors in northern California 
were disenfranchised, thereby giv- 
ing General Electric Supply Co., 
G-E’s own distributing subsidiary, 
sole rights to the territory (EM 
WEEK, March 6, p4). The spokesman 
said the department was not going 
to “give the New York-New Jersey 
area to Gesco” as it had done in 
California. He pointed out that G-E 
still retains six independent dis- 
tributors in the area. 

About two years ago, the portable 
appliance department dropped its in- 
dependent distributors in Salt Lake 
City and handed the territory to 
Gesco. 








2 Metal Canister Sets Use Color And Decoration 


The Goody-Bin, No. 160, is a multi- 
colored (turquoise, yellow, red and 
white) compact canister set with 
five removable bins. The bins are 
individually decorated with identify- 
ing decals to indicate storage for 
pretzels, peanuts, cereals, crackers, 
cookies and candy. Unit can stand 
on flat surface or be mounted on 
a wall.. Suggested prices: $9.98 
(East) and $10.98 (West). 

Lincoln Metal Products Corp., 
225 42nd St., Brooklyn. 


The Blue Wedgley, No. 506, is a 
four-piece canister set that simulates 
the design and color of Wedgwood 
china. Porcelain figures of tradi- 
tional Wedgewood blue and white 
are deeply embossed and permanent- 
ly fired into the metal containers. 
Interiors are gold lacquered. Covers 
are air tight. Suggested price: 
$5.95. Company promises July 1 de- 
livery. 

Daher Company, Inc., 43-84 37th 
St., New York 1, N.Y. 





Carafe, Casserole, Tureen 
Warmed By Electric Tray 


The “Brown Betty” 2-quart carafe 
(right), made of brown dripglaze, 
oven-proof stoneware, is set on a 
separate electric warmer unit, which 
can be used on ac or de current. The 
warmer carries UL approval. Sug- 
gested retail price of the carafe is 
$5.98. 

Also available in the “Brown 
Betty” line are a 2-quart casserole 
and a 38-quart soup tureen. The 
tureen is equipped with a serving 
spoon. Suggested prices are $5 and 
$5.98 respectively. Each item is in- 
dividually packed. The company 
promises delivery of the products in 
three weeks. 

Newland, Schneeloch & Piek, Inc., 
1107 Broadway, New York. 
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NEW SCHICK SHAVER HAS A WASHABLE HEAD that’s 
made of stainless steel. “It’s removable and is 
designed to be held under the faucet for clean- 
ing,” explained Gerald Light, Schick vice presi- 
dent. He explained that not only does the new 
Compact shaver open a new source of sales but 
it also opens a new potential market for the 
company’s higher-priced shavers. Suggested list 
for the new shaver is $12.95— it’s selling for 
$9.99 in New York. = 


ANOTHER 142-QUART SAUCEPAN is being added by 
Revere Ware for a limited time as a promotional 
item. A spokesman said the new model, No. 499, 
would be available for “at least three months, 
probably four to six months.” The suggested re- 
tail price is $4.99. Revere already has a 1%-quart 
stainless steel, copper-clad saucepan in its line, 
but it’s shallower in design and higher in price 
($6.75) than the No. 499. * 


RED DEVIL PLANS TO FIRE UP VOLUME with its new 
mass marketing and merchandising program. 
“The big target in the campaign will be the mass 
traffic outlets such as supermarkets,” explained 
John Lee, vice president of Red Devil Tools, 
Union, N.J. Plans call for renting polisher-scrub- 
bers to consumers in the hopes that they’ll want 
to own their own after “learning how easy it is 
to care for floors.” Full dress in-store tests of the 
company’s plan to rent two polishers (the H-100 
at $58.80 and the H-88 at $37.80) as well as a 
line of applicators is scheduled to start this 
month. Red Devil hopes that the tests will answer 
three key questions: (1) How many customers 
will buy high-ticketed appliances in mass and 
self-service outlets? (2) Can real volume be de- 
veloped in appliance sales without resorting to 
discounting and other profit-destroying steps? 
(3) Is there a demand for floor machine rental 
service in these outlets? = 


A PORTABLE CLOTHES WASHING MACHINE will be in- 
troduced by Proctor Silex Corp. “about July 1.” 
Designed to be sold in the housewares depart- 
ments of department stores, the machine will 
carry a suggested list of $64.95. The company 
will also introduce a new version of the $9.95 
Silex food warmer in an aluminum finish. It will 
replace the coppertone model presently being 
marketed. ® 


NOW THE ELECTRICS BOYS ARE GETTING INTO THE 
NON-STICK FRYPAN ACT. This week Thermo- 
Ware Electric Corp., Brooklyn, will introduce a 
12-inch Tefilon-coated pan with a $19.95 tag. 
New York and Philadelphia will get initial dis- 
tribution. Also working on a non-stick electric 
pan is Merit Enterprices, Inc., Brooklyn. Ac- 
cording to George Keyko, sales manager, “If 
tests are successful we’ll have a pan on the mar- 
ket in two weeks.” The size and price are the 
same as Thermo-Ware’s unit. " 















New In Admiral’s Line: 


Circuits, Cabinets, Color 


Admiral is bullish and loaded... . 

And very competitive. That’s the 
way EM WEEK saw last Wednesday’s 
showing of Admiral’s new TV, radio 
and appliance lines to the first 500 
of the 2,000 dealers who will witness 
the company’s three-hour show at 
the Flamingo Hotel in Las Vegas. 

Admiral is making its bid for 
1961-62 business with a program em- 
phasizing (1) circuitry; (2) cabin- 
etry; and (3) color. Here are the 
features pitched at last week’s meet- 
ing: 


Circuitry. Admiral is offering its 23- 
inch TV models with a 23,000-volt 
chassis; a picture guard circuit with 
triple diode compactron to eliminate 
interference and give 40% cooler 
performance; automatic contrast re- 
storation, and high-gain, three-stage 
IF amplifier. 


Cabinetry. Admiral showed the first 
models of its ‘‘Masterpiece Series,” 
featuring furniture styling of cabin- 
ets for TV, stereo, and color TV. 
Dealers will be given chance to push 
models in Danish, Modern, Early 
American, Italian Traditional and 
contemporary stylings. 


Admiral gets competitive with a 
new easel in-store display board us- 
ing small printed circuit mounted 
on a 2x3-foot board proclaiming: 
“Admiral quality etched circuitry— 
precision so exact it obsoletes hand- 
wired TV.” Dealers understood im- 
mediately that the pitch was aimed 
at Zenith. 


Color. This is Admiral’s big hope. 
The company showed its first remote 
control color and introduced a line 
of color TV in furniture styling with 
RCA-manufactured chassis. 

Admiral’s thinking during the in- 
troduction of its new lines was ex- 
plained to EM WEEK by Carl E. Lantz, 
president, and Ross D. Siragusa Jr., 
vice president, consumer electronics, 
during rehearsals of the product pre- 
sentation: 

“A masterpiece of precision fash- 
ioned in fine furniture,” with the 
emphasis on the “guts” of the TV 
and radio sets, were seen as the 
major developments in the new 
Admiral line by these executives. 

“Admiral intends to give the deal- 
ers a chance to sell a fine furniture 
line of TV and stereo at popular 
prices. That’s why we’re continuing 


to make our own cabinets instead 
of tying in with a popular brand 
of furniture,” they said. 


“The combination line will probably 
be most interesting to dealers. There 
is a big demand for this kind of set, 
as two companies (Magnavox and 
Olympic) have proven. 

“There will be more profit for the 
dealer in the new line—we are set- 
ting up more models that are open 
priced for the distributor to use in 
his area to create promotions and 
trade-in deals. 

“Our line is shorter this year— 
we have weeded out some finishes 
that didn’t sell well last year. 

“The real bright spot in TV is 
color . . . We will back it up this 
year with advertising and promotion. 
We'll have a new Masterpiece Series 
in August. It will have a bonded tube 
and be glare-free—a big help to deal- 
ers for floor demonstration.” 

During the line presentation, Ad- 
miral executives gave dealers this 
picture of the year ahead: 


The TV Line will feature a transform- 
er-powered, 23,000-volt chassis. Cab- 
inet style will emphasize furniture, 





combination TV-stereos, wireless re- 
mote control and lowboy cabinets. 


Admiral tube radios feature a com- 
pact table model with a suggested 
list price of $9.95. The line has been 
lengthened with models up to the 
luggage-type, automatic four-speed 
monaural phonograph with AM radio 
at $69.95. 


The stereo line will comprise four 
portable phonographs and eight fur- 
niture design consoles. Admiral will 
put pressure on promoting the 
“Phantom 3rd Channel’’—an elec- 
tronic blending of sound of the cent- 
er of the cabinet. 

Along for the ride at Admiral’s 
primarily electronics show was the 
announcement of a five-month ap- 
pliance promotion contest. Lantz an- 
nounced that dealers east of the Mis- 
sissippi can qualify for a trip to 
Madrid, and West Coast dealers can 
try for an Hawaiian holiday. Qualifi- 
cation for the trips will be based on 
purchases of Admiral refrigerators 
and freezers. Lantz pointed out that 
the company will back up the promo- 
tion with eight 1,000-line newspaper 
advertisements between May and 
August. 

Admiral dealers were told by Ad- 
vertising Manager Charles S. Grill 
that “‘the heaviest concentration of 
national advertising undertaken in 
the past five years by Admiral” will 
promote the 1962 line of TV and 
stereo. 














~™ 


The man of the house can easily move Norge’s new compact automatic washer into 
the space needed for a standard-size 24-inch kitchen base cabinet. The washer, part 
of Norge’s middle-of-the-line, has 9-pound capacity and was designed for use in 
apartments or summer cottages, such as the one above. 


From Whirlpool: 1962 
Middle-Line Laundry 


Some of last year’s high-end fea- 
tures have filtered down into RCA 
Whirlpool’s new middle of the home 
laundry equipment line. But there 
are no drastic changes from 1961. 

Most important innovations are 
the three separate washing cycles 
and eight drying cycles spread 
throughout the washer-dryer line. 

Two dryers borrowed the Super- 
Speed drying system and all models 
now have an ultraviolet lamp as 
standard equipment. 


Popular apartment-size washers are be- 
ing continued with newly designed 
cabinets. Both 24-inch models are 


two-speed, two-cycle with three-level 
water selection and three wash-rinse 
temperature selection. 

Three of the four conventional 
wringer-washers now are equipped 
with a built-in lint collector. Top 
model has an electric timer. 


Retail price range is $229.95 to $329.95 
for the five automatic washer models 
(all three 29-inch models have op- 
tional Suds Mizers). Dryers (two 
available in both gas and electric and 
a fifth in gas only) range from 


$169.95 to $249.95. The four wring- 
er-washers 
$199.95. 


run from $139.95 to 





At RCA: Longer In Color 
And New Radio Prices 
For The Coming Year 


In a posh Las Vegas setting, RCA 
dealers and distributors last week 
got their first look at the company’s 
new color television and radio lines. 
Here’s what they saw: 


In color television: 22 receivers, long- 
est line in RCA history, starting with 
the familiar retail guide price of 
$495 and reaching up to $1,500 for 
the color home entertainment unit. 

The color sets incorporate RCA’s 
new picture tube (it’s still a 21-inch 
picture) which is supposed to furnish 
up to 50% increased brightness and 
contrast over older models. All new 
RCA color receivers have 24,000 volts 
of power in the chassis, noise inver- 
sion circuits and the “new yista” 
tuner. 

The line breaks down into two 
basic series: Mark (three consoles, 
seven lowboys and one six-speaker 
combo); and the Deluxe (two table 
models, two consolettes, a console and 
six lowboys). 

Except for one console, the Mark 
series features three speakers; four 
have remote control. And RCA will 
go with an etched bonded color tube 
in the series. 

The sets are the last word in color 
for years to come, the 1,100 distribu- 
tors and dealers were told by B. S. 
Durant, vice president for product 
planning and development. 

“Any major breakthrough for a 
lower-cost color picture tube, or more 
important, a lower-cost receiver, is 
still years away,” he said. 


In color programming, the NBC net- 
work will back up the retailer with 
another whopping increase. Promised 








Don Durgin, vice president for NBC- 
TV sales: The network’s total color 
hours for 1961-62 will top 1,600, a 
60% jump over last year. 

The figure translates into 10.5 
hours of color programming in prime 
evening time each week next season. 
Daytime colorcasting will hit 815 
hours this year, compared to 558 in 
1960. 

There'll be more color programs on 
during the summer, too. NBC plans 
to put on 348 hours this summer, 
more than doubling 1960’s total. 


In radios (four table, six clock and 
one transistor portable were shown), 
RCA came up with some new varia- 
tions and prices. 

RCA will hit a new company’ low 
($19.95 retail guide price) in clock 
radios with model 1RD1. Name of 


the model, which incorporates a 
“wake to music” feature, is the 
Upstart. 


And RCA is coming in with a six- 
transistor radio (model 1RG1) at 
$24.95. The unit features combina- 
tion easel stand and carrying handle, 
earphone jack and hypersensitive 
transistors which the company claims 
are supposed to double sensitivity. 

Inspired by the rapidly growing 
FM market, RCA was showing its 
first entry in the AM-FM clock radio 
business (model 1RC3). The new unit 
has automatic frequency control, 
pushbutton controls, a drowse alarm 
and a four-inch speaker. 

“Indications are that the 1961 AM- 
FM radio market will approach 1.0 
million units,” predicted Richard W. 
Hanselman, manager of product line 
development. 
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THE AMAZING MODEL 
TR-403 2-speed transistor 
tape recorder is typical of Craig’s line 
of gold medal products. A full-line of 
pocket radios, portables and table 
models assure top profits. A strong dealer 
program supports your efforts. Write 
and find out more about our personal 
approach to your sales problems. 
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CRAIG PANORAMA, INC. 


5290 W. Washington Bivd., Los Angeles, Calif. 
Subsidiary of Craig Corporation, Inc. 


World’s Most 
Versatile Dryer 
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Drying Defrosting Heating 
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HAIR 


MULTIPLE 
USE 


Quick, surging heat for any purpose. 
Built to last for years*. Dealers, distrib- 
utors fully protected by Master sales 
policy. Excellent profit arrangement. 


A QUALITY PRODUCT OF 


MASTER 


APPLIANCE CORPORATION 


EM WEEK 
REPORTS 





THE FACE OF TV MAY BE ALTERED DRASTICALLY in the 





Racine, Wisconsin 


*Unsolicited testimonials report Master Hair | 
Dryers in regular use for 20 years and more. | 
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STRAIGHT FROM 
WASHINGTON 


next year or two. There is too much criticism and 
pressure for change, both from within and with- 
out the industry, to permit continuation of pres- 
ent fare. Only real doubt now is whether the 
industry brings about its own changes or is 
forced into them by the government. 

LeRoy Collins, president of the National Assn. 
of Broadcasters and former governor of Florida, 
argues for self-regulation. This is not particu- 
larly new. But Collins wants such drastic changes 
that he has aroused opposition from a substan- 
tial part of the industry. He argues logically, 
however, that unless stations and networks im- 
prove the quality of their programs. they will be 
forced into such action by Federal Communica- 
tions Commissioner Newton N. Minow. 

President Kennedy wants to give Minow and 
his aides more authority over TV stations and 
networks. His proposals will be put into effect 
unless Congress vetoes them, which appears 
unlikely at present. 

What Minow wants basically is better pro- 
gramming. But he also promises to push develop- 
ment of ultra-high-frequency TV and educa- 
tional TV, two long-range projects which could 
greatly alter the industry. * 


THERE WAS A BRISK BUSINESS UPTURN IN APRIL. 


Personal income reached a record level. New or- 
ders and sales of durable goods each advanced 
4%, unusually large monthly increases. Com- 
merce Secretary Hodges points to the statistics 
as further evidence that the economy is definitely 
on the rise. . 


A KEY CASE INVOLVING “UNFAIR ALLOWANCES” will 


be reviewed by the U.S. Supreme Court next 
fall. It concerns a reduced fee charged by a food 
broker. But it could have wide applications in 
the appliance-TV-radio business. 

This is the second time the Supreme Court has 
had this case. Last year it ruled that the food 
broker, Henry Broch & Co., could not reduce its 
brokerage fee from 5% to 3% in order to let a 
retailer get a price reduction of five cents a gal- 
lon on apple concentrate. 

The Federal Trade Commission seized on the 
court decision to order Broch to halt all such 
“discriminatory” practices, under the Robinson- 
Patman Act. Broch complained to an appeals 
court that the order was too broad, and the court 
agreed. It is this decision that the Supreme Court 
will review next fall. " 


USE OF PORTABLE FM RADIOS ON PASSENGER AIR- 


PLANES has been banned by the Federal Aviation 
Agency. The order is effective May 25. Tests 
conducted by the FAA show that the private 
radios interfere with aircraft navigating equip- 
ment on the very-high-frequency band. ® 

















































the 
single-heater 


mixer 


that’s worth more 
aid Sells 


LIKE THIS. Show your prospect the 
KitchenAid single-beater principle. Demon- 
strate how the beater is set off-center—and 
travels clockwise around the bowl, while it ro- 
tates counterclockwise. It’s called KitchenAid 
planetary action—and the bowl never moves. 

Result: the most thorough mixing possible, 
all the way to the bowl edge. Tell her how 
this exclusive mixing action costs more to 
build—well worth the extra money if she 
wants the very finest. 

And point out that this is not just a mixer, 
but a complete food preparer, with over a 
dozen practical attachments available. She 
can chop meat... 
even clean her silver 
(with no power adapt- 
er needed). Take an 
extra minute and get 
your full profit— 
with KitchenAid. 
KitchenAid Electric 
Housewares Div., 
The Hobart Manu- 
facturing Co., Dept. 
KEM, Troy, Ohio. 


hhitchenAid. 
















the dealer's profit appliances 











YOUR personal BUSINESS 


Do you take your wife along on business conventions? If you do, you 
can't deduct her costs from your taxable income. But that doesn't 
mean that you have to split your full convention costs in half and 
then deduct only one half. The Treasury knows it costs you more than 
you'd be able to deduct if you did it that way. After all, a single 
room is more than half the cost of a double. And car rentals are the 
same regardless of the number of passengers. 


Best rule in determining your costs when tax time roils around: 
Figure what the cost of your travel alone would be. Then subtract 
that from the total cost of attending the convention. 


AA A 


Does your business insurance package cover the basics listed in last 
week's column (workmen's compensation, public liability, fire and 
extended coverage, business interruption, fidelity insurance, money 
and securities)? 








If it does, you may want to know more about some of the other insurance 
policies open to you. Whether you undertake any of those discussed 
below will, of course, depend on the quirks of your business, how 
much you want to spend and—very important—the recommendation of 
your insurance adviser. 








Crime coverage. The complete answer to almost every businessman's 
crime insurance needs is the 3D (dishonesty, disappearance and de- 
struction) policy. But that “almost every" is important. The very 
fact that the policy is such a complete contract with so many advan- 
tages often causes people to overlook its one big disadvantage for 
the small businessman: It's very expensive. 

How much? Around $500 a year. And, though that may not sound like 
much for complete crime coverage, stop and think: If you do most of 
your business in credit, and if you're in the habit of taking cash 
to the bank often, you might not have much more than $500 in the 
store at one time. That means you'd be paying out a premium that was 
as much as your maximum possible loss. 


There are smaller crime “packages ," though, that might fit your needs 
even better than a 3D policy, since they will have the double plus 
of being fairly comprehensive yet comparatively inexpensive. 

For instance, most insurance companies will offer something in the 
line of a storekeeper's burglary and robbery protective contract, 
where a number of small amounts of different crime coverages are put 
together under one premium. 

Under such a package you could be protected—for reasonable amounts 
—against employee dishonesty, vandalism and malicious damage, in 
addition to regular robbery and burglary coverage. 








Commercial property floater. You may have heard this term before. 
All it means is an "all risk" policy, which covers your property, in- 
cluding inventory, store fixtures and equipment. In assuming this 
sort of coverage you would be, in effect, combining under one pre- 
mium the coverage you already have under fire and extended cover- 
age and open stock burglary protection. 





Accounts receivable. All this policy does is insure you against any 
loss resulting from the loss, destruction or damage of your accounts 
receivable records. It does not cover you on uncollectibles. 


AA A 


Don't overlook the new method for figuring depreciation which Presi- 
dent Kennedy highlighted in his tax message. Big business is taking 
advantage of it, but many small o: erations are not. Talk to your ac- 
countant about the rapid depreciation and extra first year deprecia- 
tion elections which are now open to you. 

































































“This one makes a little 
different kind of toast.” 
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IT ALL STARTED WHEN... 


Barnum 
Conned 
The Rubes 





Any new technique in selling a product is 
always welcomed by an aggressive merchant. 
Some methods have been legitimate and con- 
tributed to an improvement of the sales art; 
others have been on the shady side and have 
done little for the art, but occasionally a lot to 
publicize the schemer. : 

P. T. Barnum, for example, was not only a 
great showman but a man who would abandon 
no idea that might bring in customers. By hav- 
ing one of his elephants plow a field in plain sight 
of passing railroad trains he reaped a rich har- 
vest of free advertising. When he presented 
“Joice Heth, 16l-year-old one-time maid of 
George Washington,” people flocked to get a 
closer look. The ancient woman, incidentally, died 
at the tender age of 80. 

Barnum’s biggest problem when he opened his 
museum in Bridgeport, Conn., was moving en- 
thralled visitors quickly through the building to 
get a rapid turnover. One day, signs were posted 
throughout the museum reading “This Way to 
the Egress—See the Egress.’”’ Throngs of vis- 
itors pushed their way in the direction of the 
signs and found themselves out on the street. 
An “Egress” they learned is just a $2 word for 
“exit.” 


But Barnum was far from alone in using question- 
able practices to boost profits. In an attempt to 
boost sales of an eyeglass defogger, an ingenious 
New York salesman outfitted 100 pigeons with 
tiny spectacles—half the birds had been de- 
fogged, half had not. The birds were scheduled 
to fly from Washington, D.C., to New York City. 
They were released on schedule and the follow- 
ing day 50 “defogged” pigeons reported in, as 
against only two non-users of the product. Later 
it was learned that the birds that landed were 
actually released a few blocks from their roost. 
The ones released in Washington were dime store 
birds with no homing instinct whatever. 


There have been salesmen who relied on honest 
means to attract the public. One of them, John 
Wanamaker, opened a clothing store in Phila- 
delphia 100 years ago last April. However, not 
all of his ideas proved successful. In his early 
store a big gong was set up inside the front 
door to welcome each customer and make him 
feel important. The plan backfired when some 
people were scared out of their wits so the gong 
was removed. 


For the Christmas season of 1878, Wanamaker’s 
became the first store in the world to be illuminated 
by electricity. The new development caused so 
much excitement papers demanded police pro- 
tection for the public so they wouldn’t be burned 
up inside the “new-fangled store.” Five years 
after opening Wanamaker initiated a new system 
of merchandising—all items were marked with 
price tags. In addition, customers were allowed to 
return or exchange unsatisfactory goods “if they 
don’t please the folks at home.” Wanamaker also 
made extensive use of promotion gimmicks. Once 
he released a batch of balloons, awarded a suit 
to anyone returning one of them. 

In 1888 he again made retailing history by 
running the first full-page newspaper ad ever run 
by a department store. 


ABOUT THE AUTHOR—The “story behind the 
product” has always fascinated Ben Leerburger, 
who as an assistant editor in McGraw-Hill’s 
“Product Engineering” is in a unique position 
to pursue the subject. For some years now, he 
has written a widely *read column of historical 
anecdotes for his own magazine. It makes such 
fascinating reading that EM WEEK has asked 
Leerburger to do a similar column for this page 
once a month. 
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SPEC SHEETS 


YOUR CUSTOMERS know the facts on 
appliances; you must, too. And so 
EM WEEK continues its exclusive se- 
ries of specification sheets with re- 
frigerator-freezers on pages 17-24. 
Next week you'll get specs on pure 
refrigerators, compacts and pure 
freezers. 
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What Hoffman’s Planning Now: 


Hoffman Electronics Corp., al- 
though out of the television and 
stereo manufacturing business, will 
expand its consumer line of transis- 
torized products and solar radios. 


“We are now in the process of: 


obtaining sales. representatives in 
all areas of. the United States,” 


said R. L. Jablonski, general man- 
ager of the consumer products de- 
partment. Further, explaining Hoff- 
man’s marketing plans, Jablonski 
said: 

“We plan to market through parts 
jobbers where they are set up to 
handle consumer products, and in 


addition will sell direct to volume 
retailers.” 

The Los Angeles company will 
be marketing a line of solar radios 


in June. The company’s transistor 
radio is made in Japan, as is part 
of the solar radio. “We will con- 
tinue to add new products to the 
Hoffman line at a time when it makes 
sense to introduce them,” Jablonski 
said. 





~ | READERS 


| sap... 





Editor, EM WEEK: 
Just a word of thanks for being 
so kind as to print my letter of in- 


quiry in the April 3 issue of EM 
WEEK. 

I have. had several answers from 
EM WEEK readers from as far away 
as Missouri and as near as New York 
City: 

The majority of my answers gave 
me the name of Mr. Harold Sandler, 
195-02 Jamaica Ave., Hollis, N. Y., 
the Trans-Aire Electronics Corp. 


Again, many thanks for your as- 
sistance in answering my query. 
Orval W. Wilson 
Car-Tronix 
Robbinsville, N. J. 


Mr. Wilson’s previous letter asked 
EM WEEK readers’ help in finding 
the distributor for the Voyager port- 
able radio-phonograph. 





ONLY WELBILT 
MIGHTY MITE HAS WHAT 


CUSTOMERS INSIST ON 








7.5 AMP. 115 VOLT PLUG-IN 
The low current feature your 
customer insists on. The 
Mighty Mite can plug right 
into standard house current. 
Usually saves costly rewiring. 


FITS CASEMENT AND DOUBLE- 
HUNG WINDOWS — The versa- 
tility of installation your 
customer insists on. The 
Mighty Mite fits standard 
casements and double-hung 
windows interchangeably. No 
problem in moving—a Mighty 
Mite always fits. 





1 H.P. 7007 B.T.U. COOLING 
The cooling power your cus- 
tomer insists on. Welbilt 
Mighty Mite, compact as it is, 
delivers more B.T.U.’s than 
many larger, bulkier units. 


QUICK SELF-INSTALLATION 
The seif installing feature 
your customer insists on. 
Casement mount and double 
hung installation kit are 
standard. Welbilt’s own Ex- 
pand-O-Mount (optional) for 
fast installation in double- 
hung windows. 


AND THE DOWN-TO-EARTH PRICE YOUR CUSTOMER INSISTS ON Now — full value for your customer 


and a full mark-up for you. There’s no resistance to Welbilt’s list—it’s way below what customers expect. Contact Welbilt Immediately For Full Details. 


Welbiltqe™ 


Manufacturers of Welbilt Gas Ranges, Electric Ranges, Built-In Ranges, Room. Air Con- 
ditioners, Central Air Conditioning and Heating Equipment, Detroit Jewel Gas Ranges, 
Wedgewood- Holly Gas Ranges, Garland Commercial Cooking Equipment, Unagusta Furniture. 
Executive Offices, Welbilt Square, Maspeth 78, N.Y. Phone EVergreen 6-4300 
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“THE DERMATOLOGISTS’ REPORT” 
a major clinical study reported in the medical press 
and publicized by newspapers across the nation— 

it cautions about... 


SHAVING AND 
SIKIN 
PROTECTION 


Now, for the first time, an exhaustive medical study has been made of shaving and 
the direct bearing it has on many troublesome—and sometimes potentially serious— 
skin diseases. This year-long study was initiated, conducted and supervised by three 
prominent skin specialists—doctors of medicine 











who are associated with the derma- 
tology departments of leading medical schools and hospitals of the highest repute. 





“THE DERMATOLOGISTS’ REPORT” answers important questions about: 


= 


Shaving instruments: Which gives greatest skin protection ? 


ie) 


. Rashes, acne, ingrown hair: Which shaving instrument is more advantageous 
when these skin problems are present ? 


¥9 


Moles and other skin growths: How dangerous are repeated nicks, cuts, irritations ? 


be 


. Women and shaving: Does shaving cause coarse, profuse hair growth? 
. Close shaving: Which electric shaver shaves closest without irritation ? 


ELECTRICAL MERCHANDISING WEEK 








HIGHLIGHTS FROM 
“THE DERMATOLOGISTS’ 
REPORT” 


1. Shaving instruments: Which gives 
greatest skin protection? 

According to the physicians, elec- 
tric shavers remove 75% to 93% less 
skin cells than other methods tested 
and caused no cuts and few nicks. 


Moreover, complaints of after- 
shave burning occur 1/7 as often fol- 
lowing the use of the most effective 
electric shaver. 

‘The doctors also found that most 
shaving-induced skin rashes do not 
occur when shavers with adjustable 
comb-like rollers are used. 


2. Rashes, acne, ingrown hair: Which 
instrument is more advantageous 
when these skin problems are present? 

The most striking advantages of 
electric shavers were reported in treat- 
ing patients suffering from eczema, 
ingrown hairs, bacterial infections, 
and many other skin ailments. In fact, 
the doctors agreed that when an elec- 





tric shaver is used as an adjunct to 
treatment, many common diseases of 
the skin—aggravated by irritation— 
can be expected to improve. 

The most satisfactory shaving in- 
strument to use in the presence of skin 
disease is, according to the doctors, an 
electric shaver with adjustable comb- 
like rollers. 


Teenage Acne. Ihe doctors reported 
that acne patients under their care— 
whose skin diseases were aggravated 
by shaving irritation—improved when 
they used electric shavers with adjust- 
able comb-like rollers. When adjusted 
to prevent cutting eruptions, roller 
combs reduce likelihood of scarring. 


3. Moles and other skin growths: 
How dangerous are repeated nicks, 
cuts and irritations? 

The physicians sounded a warning 
about shaving among men and women 
who have pigmented skin moles. Such 
moles, they cautioned, should never 
be irritated by repeated nickings. 


Such irritation from shaving is 


greatly reduced when an electric 
shaver is used. 


4. Women and shaving: Does shav- 
ing cause coarse, profuse hair growth? 

According to this study, women, 
including teenagers, need not fear 
that shaving causes coarse or profuse 
hair to grow on the legs or underarm 
areas—a common, erroneous belief. 

Among women, the report adds, 
electric shavers caused no frank cuts 
on the legs or underarm areas. 


5. Close shaving: Which shaver 
shaves closest without irritation? 

Photographs taken several hours 
after shaving indicated the difference 
in beard length was almost negligible 
following shaving with a blade and 
some electric shavers (allowing both 
methods adequate break-in period). 

At the conclusion of their year-long 
study, the physicians agreed that... 
electric shavers with adjustable 
comb-like rollers* provide the 
greatest combination of close shave 
with the least irritation. 


“EXCLUSIVE WITH REMINGTON SHAVERS 


THE REMINGTON ROLL-A-MATIC® SHAVER 





THE REMINGTON LEKTRONIC SHAVER 


TRADEMARK 


THE LADY REMINGTON SHAVER 


TRADEMARK 





medical study you have just read. 





A MAJOR TURNING 
It is entirely possible that no other event will have such a 
profound bearing on your electric shaver business as the 


Judging from the hundreds of newspaper reports about 
this study that have appeared throughout the country, it may 
well change America’s shaving habits virtually overnight. 
‘The Dermatologists’ Report’ holds great new promise for 


nity with you. 





POINT FOR YOU in the marketing of electric shavers 
all of us in the marketing of electric shavers. Needless to say, 
Remington is most happy to share this new era of opportu- 


If you would like more information about *“ The Derma- 
tologists’ Report,” your doctor may obtain it by writing to 
Box 3583, New York 17, New York. 


©1961 BY SPERRY RAND CORPORATION 








MAY 22, 1961 























ssneans @ eceetene 
commer 
























































NEW! 2-Door Frost-Guard Refrigerator-Freezer. Model TB 403, a 
12.9 cu. ft. Frost-Guard model, with 2.8 cu. ft. top-mounted 
freezer that never needs defrosting. This magnificent refrigerator is 
popularly priced. And only G-E Frost-Guard gives you all these: 
Speed . . . takes about 5 minutes to banish frost completely. 
Reliability . . . extra defrost capacity. This Frost-Guard System 
does the job in any temperature or in humid weather . . . and far 
exceeds any conceivable frost load. 

Economy . . . twice as efficient as electric heaters—requires only 
half the power to defrost completely. 





Progress /s Our Most Important Product 








New 
Frost-Guard Model 


from 


General Electric 


New “Wife Saver” Frost-Guard Promotion 





Big, timely event—the idea: rescue women .from 
messy defrosting, forever. The promotion features 
General Electric’s whole Frost-Guard line—spear- 
headed by the brand new top-mounted freezer model. 

Complete promotion package: exciting newspaper ads « publicity « 
promotion pieces + radio spots « television commercials « display 
* premiums + merchandising ideas. 


Backed by national TV. The “Wife Saver’ promotion will be 
featured coast to coast on the General Electric Theater June 11 
and June 25—reaching over 10,500,000 homes each time. 

Ask your General Electric Distributor representative for com- 
plete details and promotion package. 


Household Refrigerator Dept., Louisville 1, Ky. 


GENERAL @@ ELECTRIC 
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IN THEINEWS 


Admiral—Martin J. Scully was ap- 
pointed general manager of the De- 
troit division of the company’s sales 
corporation. He was a member of 
Admiral’s field merchandising team. 


Franklin Mfg. Co.—R. G. Pugh, for- 
mer vice president and general man- 
ager, was named president of the 
company. He succeeds M. L. Pugh, 
former president, who became chair- 
man of the board. J. C. Hammond, 
former vice president, has _ been 
named senior vice president. R. E. 
Pfleider, another former vice presi- 
dent, became vice president and gen- 
eral manager of operations. 


Tappan Co.—Anthony C. LaScala was 
appointed a district manager in 
Northern California and part of 
Nevada. He was a territory manager 
in Los Angeles. 


Black and Decker—Dale C. Spohrer 
has been appointed sales representa- 
tive in the Albuquerque-Phoenix-San 
Diego area formerly covered by J. C. 
Jolley, who is moving into the metro- 
politan Los Angeles area. 


Channel Master Corp.—Hugh Overbey 
has been promoted from district sales 
manager to the newly created post of 
southern regional sales manager. He 
will be in charge of a territory com- 
prising 11 southern states east of the 
Mississippi. Marvin Gross has been 
appointed to another new post, ex- 
port and Canadian sales manager. He 
was formerly in charge of the north- 
eastern U.S. and eastern Canadian 
markets. 


Modine Mfg. Co.—Owen Desmond was 
appointed director of wholesaler re- 
lations, a new position. He had been 
the company’s eastern regional sales 
manager. 


RCA—Justin L. Albers was appoint- 
ed vice president of distributor oper- 
ation services. He will assume the 
duties previously performed by Rob- 
ert M. Ryan, formerly vice president 
of regional finance, who has retired. 


Gibson—George Hendrickson has 
joined Gibson Refrigerator Sales 
Corp. in the newly created position 
of manager of range sales, and will 
also serve as sales training manager. 
In this capacity he will travel with 
Gibson distributors and dealers, con- 
ducting product and merchandising 
training meetings. Hendrickson was 
appliance manager for Mitchell- 
Powers Hardware Co. 


G-E—Robert F. Davis has_ been 
appointed sales manager of the 
company’s TV receiver department. 
Davis was general sales manager of 
housewares and radio. John S. Cham- 
berlin was named manager of prod- 
uct planning and market research of 
the TV receiver department. He was 
marketing specialist of the com- 
pany’s TV division market develop- 
ment operation. 


Waste King Corp.—Allan A. Barnhart 
has been named vice president of 
sales, Cribben and Sexton Co., a sub- 
sidiary of Waste King, and national 
sales manager of the company’s Uni- 
versal free-standing ranges. He was 
product manager of Universal’s do- 
mestic cooking equipment. Fred De- 
Rango, a veteran appliance sales ex- 
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Albers 
of RCA 


Hendrickson 
of Gibson 


ecutive, was named a vice president 
of the corporation, in charge of com- 
mercial disposer and cooking equip- 
ment sales. Three new regional sales 
Managers were named: James J. 
Marcus, west and southwest region; 
William M. O’Connell, eastern re- 
gion; John G. Schellenberg, central 





Barnhart 
of Waste King 


Davis 
of G-E 


region. And John A. Plano was pro- 
moted to east-central zone manager 
for the company’s automatic dish- 
washer-dryers. 


Westinghouse—Paul Schriber was 
named a district sales manager of 
radio and phonographs, and will cover 


* 
‘ 
. 
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DeRango 
of Waste King 





Chamberlin 
of G-E 


Louisiana, Arkansas, Mississippi and 
the Memphis, Tenn., area. He was 
with the corporation’s electric supply 
company. A. Jay Gilbreath, formerly 
sales engineer at Los Angeles, was 
appointed midwestern sales manager 
for the company’s air conditioning 
division. 











For every hard-to-ventilate kitchen problem . . . and particularly for indoor 
barbecues . . .Trade-Wind’s new high capacity ventilating system is the emphatic 
answer. For style . . . for efficiency . . . and for the striking new pewter finish, 


the THRUSTPOWER’S got it! 


Power-packed underhood ventilating unit driven by a % HP motor with variable 
speed control, enclosed lights and 4 filters plus an extensive range of lengths of hoods 


for wall, pass-through, island and peninsula installations in two 
harmonizing finishes— pewter and antique copper. 


° . ° \ 
Here’s your answer for bringing outdoor living indoors. Write for complete information. \. 





¢: TradeoD lee DIVISION OF ROBBINS & MYERS, INC. 7755 Paramount Place, Pico Rivera, Calif. Dept. 




















NO ONE SHOULD BUY A 
REFRIGERATOR WITHOUT 
FIRST SEEING AN Amana 


Anana Freezer-plus-Refrigerators— 
choice of 8 out of 10 careful shoppers! 


An independent research organization (through interviews of actual owners) has 
confirmed it! When an Amana Freezer-plus-Refrigerator is among brands a 
prospect has a chance to see and compare—8 out of 10 buy Amana! 





Amana Means More to You, the Dealer— 
Because it Means More to Customers! 


Add up the sales-making, profit-making features in the new Amana Freezer-plus- 
Refrigerators. You’ll know why more careful buyers—who see the leading brands, 
compare and have a chance to learn why Amana offers more—buy Amana! It’s for 
people who know value...and for the dealer who'll profit most by providing it! 














NEW, EXCLUSIVE, DIFFERENT 


Changeable Amana Decorator Panels for both refrigerator and 
freezer doors are available in wood finish panels. Or a new 
do-it-yourself panel that can be matched to countertops 
—painted or papered to harmonize with every kitchen decor. 
Tomorrow, six months from now—or any time—a kitchen can 
have a new look by simply changing the panels. Amana is 
so advance-planned it will look and function beautifully for 
years to come. Also available in gleaming all white. 


See the Amana User’s Report study. Nation- 
wide comparison (right in the user’s home) of 
leading brands, shows Ahmana best. 


You get sales clinching ammunition like this with Amana... And these are the 
features “most-wanted-by-most,” as demonstrated in the nation-wide User’s 
Report: , 


REFRIGERATOR... 


e@ The best planned refrigerator for ac- ©@ Convenient lift-out egg trays for two pS 
tual use convenience. dozen eggs. 
















e Spacious milk storage shelf holds four 
one-gallon bottles, offers not only extra 
convenience but also money-saving econ- 
omy of gallon milk purchasing. 

@ Full wall-to-wall storage with glide-out 
shelf convenience. 


© Scientifically designed Meat-Keeper 
has just-right temperature and humidity 
to keep meat 2-3° colder. 


e Tilt-out fruit bin keeps fruits fresh, 
wholesome and so easy to reach. 


® Tall bottle shelf in Stor-Mor Door. 


@ Temperature controlled butter condi- 
tioner keeps it “spreadable.” 


e Special cheese compartment protects 
the cheese and prevents its being af- 
fected by or affecting other foods. 
















@ Every corner illuminated for extra con- Convenient condiment shelf for harc- a 
venience. to-store items. * 








FREEZER... 
Fast, efficient freezing! Exclusive Amana-Matic Contact 
= Freezing is up to 242 times faster than ordinary methods. 
; All food is on or below a fast-freezing surface. Constant 

a zero temperatures keeps food fresher, safer, longer. 










Exclusive Frost-Magnet prevents frost from ever forming. 
Ends messy defrosting forever. Only Amana has Amana- 
Matic Contact Freezing and no frost ever. 








Convenient Glide-Out basket...3 Fast-Freeze ice cube 
trays with extra storage bin...Special frozen juice bar in 
the freezer section’s Stor-Mor door...Fully illumimated... 












Exclusive Amana Stor-Mor Doors —a 
storage-space-bonus the homemaker looks 
for in Amana’s Freezer-plus-Refrigerator. 


Smoothest closing doors! Magnetic door 
seal ends yanking and slamming-—easiest 
open-close action ever! Positive seal! 


Spacious throughout! Amazing capacity, 
though only 32 inches in width. The home- 
maker gets maximum storage space. 


A size to fit every family need! Amana 
Freezer-plus-Refrigerators come in 9 
models to fit the needs of every home. 


Amana 


Backed by a Century-Old Tradition of Fine Craftsmanship 








FOR DETAILS OF THIS PROFITABLE SALES-MAKING LINE AND INFORMATION ON THE GREATEST SALES-MAKING TOOL, THE AMANA USER’S REPORT, 


CALL YOUR AMANA DISTRIBUTOR OR WRITE AMANA REFRIGERATION, INC., AMANA 16, IOWA. . . DO IT TODAY! 
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In this section you will find another in EM 
WEEK’s exclusive series of spec sheet sales 
tools. 

This is not the first, nor is it the iast. On 
March 27, EM WEEK published complete 
data on 1961 power mowers; on April 24, it 
was room air conditioners — a special how- 
to-sell booklet as well as comprehensive 
spec charts. 

And before the year is out, you will receive 
many more pages of EM WEEK spec sheets 
and how-to-sell tips. 

in the following pages you will find com- 
plete data on 1961 refrigerator-freezer com- 
binations now available from 21 leading 
manufacturers. Every type combination is 
represented: Custom built-ins, free-standing 
modeis with the ‘‘built-in look,” freezer-at- 
bottom, freezer-at-top and freezer-at-side 
models. 

And for additional buying and selling am- 
munition, what your customers look for .. . 

Turn to page 24 





Specifications start on next page 
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General Electric Co. 
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Specifications For 1961 Refrigerator-Freezer Combinations 


how these tables help you sel 


On this page you will find a wealth'6f selling 


tips which relate to the most salable features 


appearing on 1961 refrigerator-freezer combina- 
— WEEK research has uncovered details of 
what consumers will be looking for during the 
next three months, the highpoint of the home 
refrigeration selling season. 

Use this information on consumer attitudes 
along with EM WEEK’s exclusive specification 
sheets to answer your customer’s questions, an- 
ticipate her desires and sell her on the important 
features of- your own line. 


Revolutionary changes have been taking place in 
refrigeration engineering and design during 
the last few years. And during the same period, 
consumer attitudes also have changed. 

Although 1961 models display few, if any, 
startlingly new features, they do reflect the best 
trends which have survived since 1958. 


A checklist of these changes follows. And below 
each category listed here, you will find the up-to- 
date information which should help you in cap- 
turing the homemaker’s imagination, desires and 
dollars. 


Greater food storage capacity is the No. 1 sales 
feature of the 1961 lines. 

Your prospects should know that two engineer- 
ing feats have made greater capacity possible : 
(1) No-defrosting has removed forever that 
homemaker’s chore; (2) new chemical engineer- 
ing discoveries in insulation have allowed refrig- 
erator walls to become thinner, and inside capac- 
ity to grow larger without endangering proper 
food preservation. 

Consumer demand for more and more space 
for refrigerated food preservation has grown by 
leaps and bounds over the past decade. 

So, sell greater cubic foot storage (as much as 
18 cubic feet in some makes) with the angle that 
it takes up the same amount of floor space which 
the old-fashioned 12- and 14-cubic-foot models 
needed. Pa : 

And sell the fact that no-defrosting is making 
all models four or more years old obsolete. 


For kitchen remodelers the greater cubic foot stor- 


CLIP THIS COUPON FOR EXTRA COPIES 


To Reprint Editor 


a Se athe: ieee For consumers who 
ta home 10 years ago when built-ins were 
it has even greater appeal. Family size 
increased and food consumption has kept 
. These home owners are faced with expen- 
“alterations unless they buy a refrigerator 
which delivers more storage capacity in less floor 
Space. - pane 


For builders and new home buyers this greater 
storage Papas: | has an equally strong appeal, 


i 


pant 


Sell insides It is offered in many 1961 com- 
binations. Several systems are available, but the 
outstanding feature is the removal of evaporator 
coils from the storage compartment, providing 
more usable room. 

Remind your prospects that frozen food pack- 
ages no longer stick together. Ice no longer col- 
lects in the freezer or in the fresh food compart- 
ment. 

Explain that defrosting still takes place, but it 
is within the outer and inner shells of the refrig- 
erator. Cold, dry air is blown into the compart- 
ments and is kept constantly in circulation, pre- 
venting moisture from forming on the contents. 


Sell the thinner walis featured on high-end models. 
Check the EM WEEK specs for a variety of trade 
names, such as “Thinwall,” “Slimwall,” ‘“Wonder- 
wall,” to mention a few. 

Some of this space-saving insulation is made 
by foaming the new polyurethanes (rhymes with 
“Polly, you’re a dame”). Fiberglass or lamirtates 
of various materials are also used. 


Show her flush insulation which gives that expen- 
sive “built-in look” to her kitchen. 

In many models listed on the preceding pages, 
condenser coils have been removed from the back 
of the cabinet and transferred inside the outer 
shell. A ventilating grille at top or bottom ap- 
pears as part of the design. 


Door hinges—semi-concealed, which pivot within 
90 degrees of cabinet width—complete your flush 
installation pitch. With these hinges it is possible 
to install a refrigerator in a corner—fiush against 
both walls. 


eee ee a a a en a ee ee  - - - } 
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freezer-at-top models. Also, the more frequently 
used refrigerator section is more accessible in 
this model. 

For customers who prefer freezer-at-top mod- _ 
els, however, most manufacturers a ot hast ae 
one model of this type. 


Sell automatic icemakers in freezer Sositieagesle 
How wide an appeal this feature has is now in 
some question. Although some r cturers 
have dropped automatic icemakers, more of them _ 
are found in 1961 lines than ever before. 


ice cube ejectors and automatic shuckers are com- 
mon to most lines, as you can see by checking the 
spec charts. Party-size ice buckets are often 
provided. 





Shelves in freezer doors will appeal to many home- 
makers. Point out that they are perfect for fro- 
zen juice cans and special items. Some shelves 
have a dispenser arrangement for packages and 
cans for easier “hands full” unloading. 


Sell baskets and pull-out drawers. These features 
make bulk storage easier. They can be carried to 
countertop and replaced without trouble by the | 
homemaker. 


Swing-out shelves and crispers, improved since 
last year, are very salable features in some of 
the lines. 

Most of them are adjustable up or down. Thus 
storage of bulky items is more convenient. Some 
lines have solid shelves, others have aluminum 
rod shelves for better air circulation. 


Puil-out shelves, in most cases, have been scientifi- 
cally designed for greatest storage capacity and 
best storage location for various kinds of foods. 
Meat pans, for instance, are located where the 
cold air blast keeps temperatures lowest within 
the interior of this section. Crispers for fresh 
vegetables and fruit are located lower in the in- 
terior where moist cold air flows over the con- 
tents. 

And many shelves -slide out easily on silent 
nylon rollers. 


Door storage, still popular with both manufactur- 
ers and consumers, includes butter and cheese 
keepers, egg holders and shelves for frequently 
used items. 


Interior lights are found in both refrigerator and 
freezer compartments. 

Interior finishes are worth pointing out to your 
prospects. Soft pastels with touches of anodized 
gold and silver shelf trimming are pieasing to 
the eye. 


Two innovations worth noting, introduced in 1960 
and continued this year, are the Philco Air Wrap 
meat drawer within the refrigerator compart- 
ment and the Westinghouse center drawer be- 
tween top and bottom compartments. 

Air Wrap keeps hamburgers and leftovers 
fresh without freezing for as long as 11 days. 
Meats and vegetables keep without wrapping for 
14 days. 

The Westinghouse center drawer is designed 
to store meats, beverages, vegetables and fruit. 
Many homemakers find this extra compartment 
extremely convenient. 


Exterior finish this year continues to be available 
in pastel and metallic colors and some dark wood 
finishes. 

Removable panels complete this list of salable 
features. Panels come in a profusion of. finishes 
for quick change in kitchen decor to suit the 
housewife’s whims. 


ELECTRICAL MERCHANDISING WEEK 



















Squeezed for time? You bet. More so if you're one of the 21,088 
appliance-radio-T’V dealers selling 92.6% of the volume. It’s a good bet too, that 
you're buying and reading EM WEEK every Monday*. Here’s the one magazine 
edited to save you time, every story means business. Team up the really big sellers 
with the industry’s best edited best-seller, and you’re bound to get action. 
Buying/|selling action. So when you want to hit the heart of this market, you just 
naturally aim better with... 
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*Latest US Census Report states that 
21,088 appliance-radio-TV dealers in busi- 
ness more than one year did 92.6% of the 
volume. 

Latest ABC statement shows that 30,070 
paid subscriptions go to appliance, radio, 
TV dealers, including department stores, 
utilities, contractor dealers and furniture- 
appliance stores. 1960 Dealer Profile shows 
that EM WEEK has over 20,500 dealer 
subscribers in this heart-of-the-market 
group. 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


SELL 
THIS YEAR'S 


nen LOOK 


ELECTRIC 


RANGES... 
SELL 


RCA WHIRLPOOL 


A thrilling new look is waiting to take its place on 
MODEL HE395 : your sales floor . . . the clean new look that sets these 
beautiful ranges apart from anything else on the 
market! Just look what you can have to sell—new 
Cabinet-Mate* design that fits flush all around for 
Na DE _ y= a real built-in look. The handsome new Flip-Top 
' controls with infinite heats pop up at a touch to 
“fine tune” heat needed for best cooking. A new 
clusters all the dual oven heating system that bakes and browns 
controls up top where i to golden perfection. Automatic cooking features 
they're easy to use... galore! The exclusive Bar-B-Kewer® meat oven that 
easy to keep clean... . : brings “outdoor” taste to the table all year long. A 
and look so neat! . . bi built-in rotisserie with optional, exclusive Ka-Bob* 
: ; and Roto-Baste*. New cleanability, such as remov- 
able oven door that cuts hours off work. Thirty and 
forty inch sizes, colors and white. Sell quality they 
can see all the way up and down the line... sell 
this year’s hot line . . . sell RCA WHIRLPOOL. 

















Counter Control Center 


*Tmk. 


| 
NEW! Join up! ... it’s easier to 
Gourmet Shelf sell RCA WHIRLPOOL than sell against it! 


keeps her 
—4 


spices handy! 
CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


ORT AT 












Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators @ Freezers 
Ice Cube Makers @ Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


Use of trademarks A ond RCA authorized by trodemork owner Rodic Cerperation of America 
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DISTRIBUTOR 
NEWS 





Western Appliance Corp., Denver, 
(Hotpoint) has named Hal Silver- 
nail its general manager. Silvernail 
formerly was a field sales represen- 
tative in thé refrigeration depart- 
ment of Hotpoint division of Gen- 
eral Electric Co. 


J. Malcolm Flora, Inc. has added Paul 
V. Wallace to its sales staff. He will 
have his headquarters in Detroit. 
Formerly he was on the sales staff 
of Radio Supply and Engineering of 
Detroit. 


B. H. Boatner, president of Westing- 
house Electric Supply Co., Pitts- 
burgh, was elected president of the 
National Assn. of Electrical Dis- 
tributors. He succeeds J. A. Meier of 
Florida Electric Supply Inc., Tampa. 

Other officers are: vice president, 
eastern region, John M. Newton Jr., 
Oakes Electrical Supply Co. Holy- 
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“They’re kind of fussy about who gets 
their franchises, aren’t they?” 








CASWELL SPEARE puBLISHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 


search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Warren S. Ackerman, 
Rudy Bauser, Sanford Wiedenmayer 
(HGDB), 500 Fifth Avenue, N.Y. 36, 
N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Robert J. Scannell, Edward 
J. Brennan, Bruce Tepaske (HGDB), 
645 N. Michigan Ave., Chicago 11, Ill., 
MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bldg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 





PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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oke, Mass.; vice president, southern 
region, John W. Shealy, Shealy Elec- 
trical Wholesalers, Inc., Greenville, 
S. C.; vice president, central region, 
C. E. Butler Jr., Butler Electric Co., 
Inc., St. Louis; vice president, west- 
ern region, K. P. Rehwaldt, General 
Electric Supply Co., Los Angeles. 


Motorola has awarded four of its dis- 
tributors the 12th Quarter Climbers 
Club promotion award. They are: 
Graybar Electric Co., Youngstown, 
Ohio; Boyd-Harbaugh Inc., El Paso, 
Tex.; Joe L. Pleasants Inc., Char- 
lotte, N. C.; Motorola-Chicago Co., 
Chicago. The awards are based on 
quarterly improvement in TV mar- 
ket penetration. 


George W. Snell was named general 
manager of the newly established 
company-owned distributor of the 


commercial sales division of Norge 
Sales Corp. in Atlanta. 


Hollander & Co., Inc., St. Louis, ap- 
pointed Ralph W. Huning merchan- 
dising manager; Fred E. Colonder 
Jr. as sales manager, Zenith and 
Fedders division; and Don Quest as 
assistant sales manager of the divi- 
sions. 


John A. Conde was named a regional 
manager to serve franchised May- 
tag dealers in Nassau and Suffolk 
counties, N. Y., for Maytag New 
York Co., Inc. He had been a staff 
marketing assistant at Maytag’s 
Newton, Iowa, headquarters. 


Westinghouse Appliance Sales, distrib- 
uting arm of the company’s major ap- 
pliance division, has been placed 
directly within the division’s mar- 








keting division, headed by J. J. An- 


derson, marketing manager. The 
switch was brought about by the 
impending retirement of L. G. Ber- 
ger who has headed WAS since it 
was created in 1957. He had been 
reporting to the division’s general 
manager, vice president John W. 
Craig. Berger will work on special 
projects until July 1, when his re- 
tirement becomes effective. 

W. A. Douglass, formerly manager 


‘of independent distributors, succeeds 


Berger as manager of field sales, 
reporting to Anderson. 


Tappan Detroit Inc., a new company, 
has assumed all the functions of the 
former Tappan Detroit. branch of- 
fice. It is a wholly owned: subsidiary 
of the Tappan Co. Robert E. Barnes 
is vice president and generdl man- 
ager of the new company. 
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again built into Olympic for ’61 


“most popular” BSR.. 


. now in America’s favorite hi-fi, and in the best- 


selling high fidelity lines around the world! 


dependable BSR . 
record changing cycles! 


service-saving BSR.. 


demonstrable BSR. 
fidelity reproduction. . 


. jamproof... beautifully simple. 
.. engineered for most quality without complexity! 


.. lab-tested through over 550,000 consecutive perfect 


.. trouble-free 


.. plays all record sizes intermixed, with true high 
. plays 4 speeds, stereophonic and monophonic, 
automatically or manually! 


French Provincial 


» Light, skip-free tracking as low as 2% grams...tone arm adjusts 
to all cartridge compliance requirements = Hum-free, rumble-free... 


with extra-powered, shielded motor . . . full rubber suspension, precision- 
balance ® Stops flutter and wow with heavy, concentrically weighted 
turntable = Completely tropicalized ... humidity-proof = Detailed 


specifications, service charts and parts lists on request. 


Olympic StereoCenter in Genuine Antiqued Cherry 


AS AOVERTISED IN 








[LIFE | Look [Post | Gazxy 


Bdlo Sow Ropreduclion 


IN GREAT BRITAIN BY BIRMINGHAM SOUND REPRODOUCERS, LTO 
N. Y. 







CRAFTED 


Distributed in U. S. by BSR (USA) LIMITED, College Point 56, L. I., 
In Canada: Musimart Ltd., 901 Bleury Street, Montreal 





iS fepresented at the factory by a Dealer Council, active appliance 
dealers who consult and advise in matters affecting dealers 









..has the backing (in writing) of a billion dollar corporation — 
in a joint pledge of quality, honesty, and fairness to his community 





..speaks directly to millions of prospects on network television — 


_ HAS THE-MOST VALUABLE 4 paid for by a company that advertises its dealers...not just itself 
FRANCHISE IN THE APPLIANCE INDUSTRY . sells the biggest value in Frost-Free refrigerators today * 











*K The new Frost-Free Model RGB-13 gives refrigerator prospects Drawer models... if a Westinghouse Dealer doesn’t:have it, it prob- 
freedom from defrosting . . . at a price any family can afford. It’s the ably hasn’t been invented. For details on the industry’s ‘most valuable 
leader in the most complete line of Frost-Free refrigerators in the franchise, call your Westinghouse distributor .. . or write Dealer ‘Devel- 


industry. Top-mounted freezer, bottom-meunted freezer, Center opment Dept., Mansfield, Ohio. You can be sure... if it’s Westinghouse. 


YOU! 


waen vourea Westinghouse dealer 
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G-E Announces Another 
Refrigerator-Freezer 


General Electric announces the in- 

troduction of a new Frost-Guard re- 
frigerator-freezer combination with 
freezer across the top. 
The 2-door, 12.9-cu.-ft. model never 
needs defrosting. Frost never forms 
in the freezer that holds up to 98 
Ibs. of frozen food. Ice trays are 
located on a rack at the top, for 
easy removal. A deep shelf located 
on the door accommodates 1-gal. 
ice cream cartons. 

The 10.1-cu.-ft. fresh food section 
has 4 cabinet shelves and twin porce- 
lain vegetable drawers. On the door, 
tall bottles can be stored in the bot- 
tom shelf, and there is an adjustable 
removable shelf above. A_ butter 
compartment and removable egg rack 
are other convenience features. 

Made in the Straight-Line design, 
it has no coils on back, and it fits 
flush into a corner because it needs 
no door clearance at the side. 

It will be available in General 
Electric’s mix-or-match colors, and 
is available with right- or left-hand 
doors. 

It will be on most dealer floors 
sometime during May, the manufac- 
turer says. 

This new Frost-Guard refrigera- 
tor, intended to sell in the medium- 
price range, will spearhead General 
Electric’s ‘“‘Wife-Saver’” promotion, 
with emphasis on Frost-Guard and 
its ability to “rescue wives from 
messy defrosting.” General Electric 
Co., Appliance Park, Louisville 1, Ky. 


G-E FROST-GUARD COMBINATION WITH 
FREEZER ON TOP 





ROYAL FRENCH LINE Compact Refrigerators 


Three models are available in French-made, 
Parisian “slimline,” streamlined styling. They 
are compact, and suitable for small kitchens, 
apartments, offices and any area where space 
and style are factors. 

No. 115 has 4.1l-cu-ft. capacity; No. 145, 5 cu. 
ft., and No. 185, 6.4 cu. ft. All are free-standing 
with freezer compartments that hold 8-to-10 lbs. 
in Nos. 115 and 145; and 10-12 lbs. in No. 185. 
All have 2 ice trays, (1 plastic and 1 aluminum). 

They are equipped with a sealed compressor 

built in France under Tecumseh license. 
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Door storage consists of 3 shelves including 
an egg shelf, butter and dairy storage and com- 
partments for small and large bottles. 

Each model has a full-width fruit and vege- 
table polystyrene crisper with heavy opaque glass 
cover located across the bottom. 

Other features include thermostatic control, 
interior light, decorator exterior colors of Chi- 
nese red, pastel yellow, aqua green and white. 
Model shown is 19 in. wide, 40 in. high. 
Prices, $179.50 up. Robert Pilfold, Associates, 
Inc., 39-39 63rd St., Woodside 77, N.Y. 


ROYAL FRENCH LINE COMPACT REFRIGERATOR No. [15 














new products 


CONTINUED 





YARD-MAN Mower 


1961 Yard-Man riding rotary 
mower features new styling, big 26- 
in. cutting width, increased hp, elec- 
tric starting and Yard-Man safety 
clutch with V-belt drive. 





New 26-in. Model 3050-1 is equipped 
with an automotive-type differential 
specifically designed for this mower. 
Power is transmitted: through a var- 
iable-speed planetary transmission 
which provides 5 forward speeds and 
2 reverse speeds. New safety-clutch 
with V-belt drive permits operator 
to disengage cutting blade for easy 
starts; carries a lifetime guarantee 
against bent or broken crankshaft. 

Cutting height is hand adjustable 
from 1% to 3% in.; no tools re- 
quired. 4-wheel design, floating front 
end, low silhouette and wide-spread 
handle give maximum stability and 
safety. Unit is powered by a-5'%-hp 
Lauson 4-cycle engine with a 12v 
electric starter-generator plus a re- 
coil starter. Ignition key is located 
on control panel. Unit is also avail- 
able without electric starter. Yard- 
Man, Inc., Jackson, Mich. 





GARDNER ‘“Bug-Snuffer’”’ 


A safe way to get rid of pesky 
night-flying insects is announced by 
Gardner. 

No. B-20, ‘‘Bug-Snuffer,” attracts 
night-flying insects through a narrow 
opening to a 25w “green-glo” bulb. 

The “collector cone” of spun alum- 
inum is easily emptied of the accu- 
mulated dry and odorless dead bugs. 
Top and base are of dull black baked 
enamel steel. 

A turn switch on top acts as a 
decorative ferrule. Special wall bra- 
cer permits unit to be conveniently 
hung on wall or patio post. Soft, 
green glow also acts as a night light. 
Has no moving parts and only needs 
an occasional standard 25w green 
bulb. 

Price:. $14.95. Gardner Mfg. Co., 
Horicon, Wisc. 











SYMBOL OF 
OPPORTUNITY 











Here’s what “Project Prosperity” can mean to you: 


1. The greatest sales opportunity in the history of our 
country is here, right now. Why? Because Gross Na- 
tional Product, Gross National Income, Personal In- 
come, and Personal Savings are all at record highs. 
Now is the time to make your move. Your customers 
are able to buy—are you ready to sell? 


sales and profits. 


2. It’s your opportunity to join the team when the great 
home furnishings industry leads the way to increased 


3. Outstanding industry leaders will be at the June 
market. What an opportunity to have them help you 
plan your own “Project Prosperity.” 


Now is the time to accent the positive with a forceful, aggressive sales plan. The right goods 
at the right price are here at The Merchandise Mart. This is the right time and 
the right place to fill your wagon and join “Project Prosperity.” 


Don’t miss “Project Prosperity” at The Merchandise Mart in Chicago, June 18-24 
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TAIT Water Softeners & Filters 


Rapidayton water softeners and 
filters include models with automatic 
timer and pushbutton, with brine 
tank, also simple dial action mo- 
dels. Features include a corrosion- 
proof phenolic rotor in motorized 
valve, auxiliary pushbutton action, 
non-gelatin polystyrene resin, and 
controlled back-wash flow rate 
through a Tait-designed regulator. 

New line includes completely au- 
tomatic, 24,000 grain units with 
pushbutton or electric timer; auto- 
matic softeners in single-tank top- 
salting “‘space saver,” up to 90,000 
grains; and dial action softeners in 
single tanks, up to 90,000 grains. 

Champion filter line includes indi- 
vidual units for removal of iron, 
sediment, taste, odor, acid. Taft Mfg. 
Co., 500 Webster St., Dayton, Ohio. 





briefs 


Air-way Sanitizor has a new air-puri- 
fier filter which banishes odors and 
keeps rooms air-fresh and healthful. 
It is easily inserted into all Air-Way 
Sanitizor vacuum cleaners. Air-Way 
Sanitizor, Inc., 406 Madison Ave., 
Toledo 3, Ohio. 





Eveready ‘‘Highlander”’ flashlight fea- 
tures a polished chromeplated case 
with a knurled grip. High-impact 
polyethylene head comes in red, yel- 
low and turquoise. No. 327 is pre- 
priced and pre-packed at $1.19. 
Union Carbide Consumer Pdts. Co., 
270 Park Ave., New York 17. 


Tin-A-Lum, a fluxless aluminum and 
universal solder, will join any metal 
with exception of cast iron. Used 
with a soldering iron, it can be used 
with almost any type of heat except 
a flame of a sooty nature. Different 
metals may be joined using Tin-A- 
Lum. Metals for Industry, Inc., 299 
Pavonia Ave., Jersey City 2, N. J. 


Bissell announces a new _ solvent 
cleaner for hard floor surfaces that 
removes dirt, wax and scuff marks; 
is safe for use on any hard floor sur- 
faces. Not harmed by water. 22-oz. 
bottle of Scuff ’N Wax Remover 
makes up to 11 qts. cleaning solution. 
Price, 98¢, Bissell, Inc., Grand Rap- 
ids, Wisc. 


Coolpad evaporative cooler eliminates 
odors and deterioration of. cooler 
pads. The new green Coolpad is 
treated with a scientifically proved 
compound that inhibits growth of 
these fungi and eliminates rapid de- 
terioration of pads. Available in 
rolls 36 in. wide and 20 ft. long and 


DEARBORN Gas Heaters 


Baronet series of vented gas area 
heaters is announced. 12 models are 
available—a B series and C series, 


each of which has 6 models in a 
range of 35,000, 50,000 and 65,000 
Btu. The 2 series vary according to 
standard and optional equipment, 
and use of natural or LP gas. 

Features include combustion cham- 
bers of multiple heat exchangers for 
high degree of circulation and warm 
air volume. These seam welded single 
units of heavy gage steel have neu- 
tral Bolero brown finish with a 
honeycomb front and perforated top 
panel. Dearborn’s Hi-Crown burner 
is a feature on the 35- and 50,000 
Btu models and slotted burner on the 
65,000 units. 

“Ez-Atrol” control center on cabi- 
net top rear is standard on B models; 
Thermothrust blower with extra- 
quiet motor and rubber mountings 
is optional on all models. Dearborn 
Stove Co., 1700 W. Commerce, Dallas 
22, Tea. 








FRIGIKAR Auto Air Conditioner 


Frigikar announces its 1961 line 
of auto air conditioners in 4 models 
including a new compact unit Frigi- 
king F-104 designed for all the new 
compact cars and Frigiking model 
U-2 for luxury and standard passen- 
ger cars. Back seat occupants re- 
ceive own air supply from U-2’s 
longitudinal roto-louver that directs 
air stream over heads of front seat 





occupants to entire back seat area. 
Front seat occupants have 5 adjust- 
able air directional controls to serve 
their needs. Source of U-2 air move- 
ments are twin turbojet air rotors. 

Line is available for 268 different 
makes and models including 1961 
cars and others back to 1952. F-104 
for compacts has a new compressor 
that draws less than 3 hp to conserve 
small car horsepower. Corvair Spe- 
cial has a self-contained fanned-air 
condenser. UD Standard provides a 
high standard of cooling for average 
passenger car, station wagon or 
pickup truck through choice of 2 air 
deliverants—5-bladed turbo-fan or 
twin-air rotor. Features include 
high-capacity compressors, airflow 
condensing coils, 5-row cooling and 
MagneTouch comfort. Frigikar Corp., 
10858 Harry Hines Blvd., Dallas, 
Tex 

















can be cut to desired size. Research 
Products Corp., Madison 1, Wisc. 


Joneslite is a magnifying dental mir- 
ror and penlight combination that 
enables mechanics, electricians, and 
service men to see into small cylin- 
ders, behind tubing and wires, and 
around corners. It frees 1 hand for 
working. Unit is compact and con- 
veniently carried clipped to pocket. 
Has an adjustable mirror and light; 
finished in blue chrome. Jones Auto 
Equipment Co., 1023 Willora Road, 
Stockton, Calif. 


Terado dynamo converter makes it 
possible to use a home table model 
radio in a car. Requires no installa- 
tion, plugs in to cigar lighter. Com- 
plete with generator condenser and 
ignition noise suppressor. Unit op- 
erates all electric shavers also. Size 
is 2x2x334, in. and weighs 11% lbs. 
Price: $12.95. Terado Co., 1068 Ray- 
mond Ave., St. Paul 8, Minn. 


Vented-port 8-in. speaker enclosure 
No. 128, for hi-fi is 9x11x19 in. and 
is designed to fit on any bookshelf 
or can be used horizontally or ver- 
tically on table, floor or wall, for 
initial hi-fi reproducer or auxiliary 
extension unit or in pairs for stereo. 
Rockford Special Furniture Co., 1803 
W. Belle Plaine Ave., Chicago 18. 


Permalast, a new type finish, is fea- 
tured in Superba line of Kitchen 
Maid kitchens. Resistant to mars 
and scratches, water marks, stains 
and food spots can be easily removed. 
Superba line is available in 5° Per- 
malast wood stains: sandrift, walnut, 
fruitwood, birch, cherry; 4 enamels: 
turquoise, pink, daffodil and white. 
Kitchen Maid Corp., Andrews, Ind. 
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These outstanding industry leaders 
join “Project Prosperity” 






R. E. BROOKER, 
President, 


Whirlpool Corporation 









J. W. CrRalic, 
Vice-President and General Mgr., 
Westinghouse Electric Corp., 
Major Appliance Division 















C. G. ELy, 


Vice-President Marketing, 


The Maytag Company 


%, 





“s 








JAMES M. SKINNER, JR., 
President, 
Philco Corporation 


Ross D. Srracusa, 
President, 
Admiral Corporation 


JUDSON S. SAYRE, 
Chairman of the Board 
and Chief Executive Officer, 
Norge Div. of Borg-Warner Corp. 


We heartily endorse PROJECT PROSPERITY! It 
is this type of positive thinking which will provide the 
impetus for an all-out sales effort beginning in The 
Merchandise Mart, June 18-24. 


JOIN 
PROJECT 


We pledge our whole-hearted support to this effort, 
and look forward to helping you plan for greater sales 
and profits in the days ahead. 


IT’S TIME TO ACCENT THE POSITIVE. 





Don’t miss this all-out drive for sales. Attend The International Home Furnishings 
Market at The Merchandise Mart, June 18-24. It is important to you and your firm. 


9 THE MERCHANDISE MART 


CHICAGO 
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Coming from Admiral, the $P23 chassis 


A new standard of Precision Quality in TV...the only chassis in the industry 





that is Life Tested by 5 separate heat runs for maximum dependability! 


A masterpiece of precision quality powers 
the new Admiral line of television coming 
for 1962. No home electronic instrument 
has ever been designed, engineered and 
produced under such exacting standards. 
The result is a television chassis that pro- 
duces the finest performance characteris- 
tics and reliability ever attained. 

This is the 23,000-volt Admiral SP23 
transformer-powered horizontal chassis. 
Circuitry held to such a degree of precision 
—two and one-half thousandths of an inch 





and finer—that ordinary TV production 
methods were made obsolete. For example, 
so-called handcrafted wiring and soldering 
procedures had to give way to the unvarying 
precision of highly advanced new machin- 
ery. Components, etched circuits, assembly 
techniques; all had to be tested and con- 
trolled by the most exacting quality control 
methods ever used. This supreme quality 
control is finalized by the only five separate 
heat runs in the industry...a Life Test that 
insures less service headaches, more cus- 





tomer satisfaction and more profits for 
Admiral dealers from coast to coast. 

This is Admiral Quality —quality that brings 
you such new, exclusive selling features as 
Automatic Picture Contrast Restoration...a 
revolutionary new triple-triode Compactron* 
tube in Admiral’s famous Picture Guard 
Circuit...plus many others. 

This is Admiral Quality. Unmatched. 
Unbeatable. The new standard of quality 
in television. Coming in exciting new 
1962 Admiral Television soon. 


tr T. M. of manufacturer. 
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HUFF Serving Carts 


A 3-tier serving cart HT-30 and a 
matching coffee cart No. HT-20 are 
announced by Huff. 

HT-30 is 32 in. tall; top shelf is 1514 
x23 in., bottom shelf is 17x23 in.; 
features tapered furniture legs at an 
angle of 10 degs. while casters are 
held perpendicular to floor; shelves 
are Marlite in white with gold stars. 
The handle is clear plastic. The 
matching coffee cart, HT-20, is 19 in. 
high, and top shelf is same size as 
the top shelf of the 3-tier cart. 

All metal parts are electroplated in 
brass or chrome. The patented Huff- 
Lok leg assembly makes it easy to 
assemble the cart and a free wrench 
is included with each cart. 

Prices, No. HT-30, $49.95; HT-20, 
$23.50. Huff Tool & Mfg. Co., Inc., 
4250 W. Roosevelt Rd., Chicago 24. 











EKCO Announces 3 Kitchen Tools 


New hand type can opener fea- 
tures dishwasher-proof plastic han- 
dles in red or black and a lifetime 
frictionless Delrin bearing. 

Flint DeLuxe beater has hang-up hole 
and is available with black or beige 
knobs and handles. 

New shapes and colors added to 


Ekco’s foilware line include Sweet- 
heart cake pan treated in_ red, 
copper-colored cake pan, copper col- 
ored party cup, novel Tater Tub 
and black bottom 12-in. pizza pan. 
Prices: Can opener—$.98; beater— 
$4.95. Ekco Products Co., 1949 N. 
Cicero Ave., Chicago 39, Ill. 





MURRAY Korner Stor 


Using only the ‘“dead’’ corner of an 
“L” or “U” shaped kitchen, Korner 
Stor has the same capacity as many 
full round lazy susans, yet occupies 
only 14 the floor space or less. It has 
a capacity of 70 Ibs. canned goods 
and groceries. 

Built like a Ferris wheel, it re- 
quires only 4 sq. ft.; 5 baskets re- 
volve on a reel, with access to them 
through a 20x14-in. opening in the 
countertop above. The baskets re- 
volve freely under control of a 
finger-operated brake which holds all 
baskets at any desired stopping 
point. Thus any basket is available 
without stooping or squatting. 

A rabetted maple cutting board is 
furnished to close the opening in the 
countertop and slides away when ac- 
cess to baskets is desired. 

All baskets are removable and are 
18 in. long, 6 in. wide and 6% in. 
high, affording storage in depth. 

Korner Stor can be installed in ex- 
isting kitchens in about 2 hrs. in- 
cluding cutting the opening in the 
countertop. 

Price, $85; including a 20-14-in. 
Sensenich maple cutting board. Mur- 
ray Equipment Co., Inc., 66 N. Mur- 
ray Place, York, Pa. 

; Be ae 









MIRRO Utensils 


Mirro’s new aluminum baking and 
roasting pans feature built-in han- 
dles which facilitate handling while 
preventing burned fingers. Handy 
holes for hanging. New design makes 
pans more rigid to prevent binding 
when stacked..Includes variety of 
sizes and finishes designed for prep- 
aration of meats, cakes, bread and 
desserts. 

Prices: $1.25 to $1.95. Mirro Alumi- 
num Co., Manitowoc, Wisc. 
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FRESH FROM OASIS... 


SONATE? NS 


een 


Call your OASIS distributor today 


The OASIS distributor in your territory has a new special summer-time 
proposition from the factory. Call your OASIS distributor to learn how 
it can be extended to you, along with full price protection. 


OASIS Dehumidifiers, more popular with homeowners, are now more 
profitable for you. These are the famous OASIS Dehumidifiers backed 
by the GOOD HOUSEKEEPING Guaranty Seal and nationally adver- 
tised in GOOD HOUSEKEEPING and TV GUIDE. 


With OASIS, you have all these free sales helps: Beautiful 4-color dis- 
play and flashing show-window sign, attractive 4-color mailers, radio 
commercials, newspaper mats, give-away Humidity Guides. 


Call your OASIS Distributor or write The Ebco Manufacturing Co., 
Dept. 1-w, Columbus 13, Ohio. Baker’s Dozen offer effective May 1, 1961. 


Oasis 


BY THE EBCO MANUFACTURING COMPANY 


Sensational Summer Special 
on Dehumidifiers 





Top quality, proven product. Su- 
per Deluxe model is superbly 
styled in rich vinyl clad steel. Fea- 
tures fully automatic Humidistat 
Control. Economy priced model 
also available. 5-year warranty on 
materials and workmanship—best 
in the industry! 












THE GENERAL ELECTRIC COMPANY 
is proud to announce that the 





has been presented with 
broadcasting’s most distinguished honor... 


THE GEORGE FOSTER PEABODY AWARD 


for the outstanding 
television youth program for 1960 


Progress 1s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 


The Housewares Division and The Radio Receiver Department of the General Electric Company are proud to advertise 
CLOCKS »* RADIOS * VACUUM CLEANERS « FLOOR POLISHERS « IRONS » MIXERS « SKILLETS « CAN OPENERS « SHARPENERS © TOASTERS « ROTISSERIE BROILERS 
ON THE GENERAL ELECTRIC COLLEGE BOWL. CBS-TV—EVERY SUNDAY, 5:30-6 P.M.—EDST 
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SalesTalk #4 


AN EM WEEK 
BASIC INFORMATION SERVICE 


‘How To Approach A Customer’ 


NOTES TO THE MEETING LEADER: 

Any person-to-person contact is audio-visual. You 
talk and watch the actions of the other person. Any 
meeting is a better meeting that uses the visual idea to 
the fullest. This is why training motion pictures and 
training slidefilms are so effective and so popular. 

In this meeting we have a visual—a good one if it is 
used correctly. This visual is a flat, or poster. Use 
wrapping paper over cardboard for the flats. 

Be sure to make and use these flats. They do not 
have to be fancy, just be sure they can be read from the 
last seat of your room.Use marking pencils or felt pens 
for the lettering. Or if you are artistically inclined, use 
poster paints. 

The purpose of the poster is this: If your audience 
reads from the poster, the same thing that you are say- 
ing, they will remember it 80% better, than if they 
only read it, or only hear it. This is why the major 
points of each meeting are on flats. 

Also make books available on salesmanship for your 
staff. The better salesmen they are, the more sales they 
will make for you. Build up a library of sales training 
books, and check them out to your men. You'll be grati- 
fied at the results. 

Now, present SalesTalk #4: ‘How to Approach a Cus- 
tomer.” 


LEADER BEGINS MEETING: 

Good evening. Here we are for the fourth SalesTalk 
meeting. Starting with tonight’s meeting we are get- 
ting deeper into the actual face-to-face aspects of sales- 
manship. In the months to come we will continue right 
on through with the normal steps and problems that 
arise in a sale until we conclude the SalesTalk series 
with “Closing the Sale.” 

I hope that all of you are taking notes at these meet- 
ings. And for those of you with your own personal 
copy of Electrical Merchandising Week, I hope you clip 
out these meeting guides and put them in a loose leaf 
notebook. They will make a valuable reference guide 
for you in the months to come. 

Last month I suggested you each read*a good book on 
_ salesmanship. How many of you did? (PAUSE AND 


by CHET CUNNINGHAM 


LOOK AT YOUR GROUP, THEN GO ON.) For those 
of you who did, why not try another one this month. 
And for those of you who did not do any outside read- 
ing on salesmanship, I again strongly urge you to be- 
come acquainted with these library books. 

So far in this series we’ve talked about: “What is 
Salesmanship?” “Why People Buy” and “Know Your 
Merchandise, Stock and Store.” You can know all of 
these matters perfectly, and still stumble and fail with 
your first customer. Why? Your approach. Any good 
salesman knows that the first 30 seconds with a cus- 
tomer are more important than the next 30 minutes. 
So let’s get right into the meat of our discussion for 
tonight... 


Reveal flat #1 and read: 


How lo 
APPROACH 
a customer 


In most retail selling, and especially in our electrical 
merchandise sales, the approach is usually simple and 
quick. That of course makes it the most important part 
of the sale—an all-your-eggs-in-one-basket situation. 
We don’t have the time or opportunity to study each 
prospect, learn his likes and dislikes, what type of ma- 
terial he favors and how he usually buys. This is the 
job of the outside salesman. 
At retail we meet our customer cold—and it’s our job 
to encourage him to buy here. However we do have one 
big advantage over the outside salesman. When a pros- 
pect walks in our door, we know he is interested in 
buying something—otherwise he wouldn’t be here. So 
actually a retail man has an advantage every time over 
the outside salesman on making the approach. 
Continued on page 36 











SalesTalhk #4 continuco 





We mentioned that the first 30 seconds of a sale are the 
most important. This simply means the first impression 
a salesman makes on his prospect can make or break a 
sale. Naturally this first impression depends a lot 
upon... 


Reveal flat #2 and read: 


your own 
‘APPEARANCE 
‘ATTITUDE 


Let’s be realistic. No one likes to do business with a 
grouch, a loudmouth, a complainer, a sourpuss or a 
sloppy, ragged bum. 

Anyone who tries, and who can take advice, can look 
clean, neat and presentable. You don’t have to be a 
fashion plate, but you should dress right for your job. 
This may mean clean coveralls in the service depart- 
ment and a white shirt, tie and slacks in the sales end. 
The idea is to make that first appearance one that is 
pleasing to the customer and one that inspires confi- 
dence. 

A first impression is begun with general appearance, 
however it is finalized when the customer begins to 
understand your attitude. You reveal attitude in your 
walk, your posture, your face, what you do with your 
hands, and of course what you say and how you say it. 
Enthusiasm is the key here. The young, eager sales- 
man, often less skilled than some of the old hands, can 
often blast through as the winner in sales contests. He 
utilizes his enthusiasm to make up for his lack of 
knowledge of selling. 

How do you “catch” enthusiasm for selling appliances? 
First, through a complete understanding of your job, 
your products and your store. Then mix in an eager- 
ness to do the very best job of selling that you can. Now 
you’re on the way. 

As you build this enthusiasm, here are three check 
points to help you make a good approach: 


Reveal flat #3 and read: 





PROMPTNESS 
‘Alertness 


A GENUINE INTEREST 
in your customers 









Let’s talk about promptness first. Nething irritates a 
customer more than having to wait around before he 
can find someone to take his money. It’s a poor sales- 
man who acts like he is doing a customer a favor by 
waiting on him. 

Our selling concentrates on the “need” type of retail- 
ing. A customer “needs” a new washer, or dryer or 
refrigerator. His old one is about worn out or too small 
or too large and he is looking for a different one. By 


approaching this customer promptly you keep him 


from walking out and going to your competition across 
the street. 

Try to pace your approach and the whole sale to the 
customer’s attitude. If he is harried, and hurried, be 
crisp and efficient and quick in your approach and clos- 
ing the sale. 

Tf he is relaxed, chatty, leisurely, don’t try to rush him. 
Always be on the alert with a customer. Try to “figure 
out” your prospect as you go along. Try to determine his 
buying motive. Sense how he is reacting to you and 
compensate if his attitude is negative or cold. Be alert 
for ways to help a customer who enters your store in 
any way possible. 

The best way to win your customer’s confidence is to 
show a suggestion of a new product or a different 
model that will do the job better or at a lower price. 
By becoming friends with your customers you will 
build up repeat sales, and a group of customers who 
ask you:to serve them. This is good for both you and 
our store. 

A friendly attitude can best be communicated in the 
way that you... 


Reveal flat # 4 and read: 


GREET 
YOUR 
CUSTOMERS 


The best greeting yet devised is a man’s name. “Hi, 
Charley, how’s it going?” “Good morning, Mr. Cath- 
ode, good to see you again.” “Hello, John, how are you 
today?” 

A man likes to be called by his name. It makes him feel 
good, a little important. He is flattered that you even 
remembered him. Always try to.remember your cus- 
tomers’ names. And if you know a man’s name, AL- 
WAYS USE IT, in your greeting and in your sales 
presentation. 

If you don’t know the name, a simple, “Good morn- 
ing!’”’ with a smile on the end is enough to break the 
ice, and get your customer talking. 

Some salesmen prefer to go a step further and say, 
“May I help you?” This time worn greeting is still one 
of the most perfect. It identifies you as a salesman. It 
humbles you just enough to make the customer feel 
good, and it opens the way for a direct answer from 
your customer. 

None of these greetings may seem right, if your cus- 
tomer has been poking around a stereo-TV console for 
ten minutes before you can get to him. By the time you 
get over there he has the set half disassembled. At this 
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point a correct opening might be: “Is someone helping 
you?” or “Could I answer any questions about this 
stereo-TV console?” 


Long pause. 


Remember, your approach is important—even though 
in our electrical selling business it must usually be 
rushed and efficient, it can also be warm and friendly 
and courteous. Remember these basic points about the 
approach. 

¢ Use a friendly greeting. 

The first 30 seconds are the most important. 

Be prompt. 

Your attitude and appearance count heavily. 

Be alert to the needs of your customer. 

* Become interested in his situation. 

Now let’s put some of these ideas to practical use as we 
have another... 


Reveal flat #5 and read: 


“Beabinest 
= 


SELLING. 


Here’s the situation. Bill is a young clerk in the small 
appliance section of a large store. He is checking down 
stock on the mixers when a man comes in and stands 
almost on top of him looking at the mixer display. Bill 
goes right on checking his down stock, oblivious to the 
well shined oxfords right beside him. At last he looks 
up. 

Listen to this short conversation and be ready to dis- 
cuss the right and wrong aspect of it. Take notes if 
you want to. 


For this dialog use one of your salesmen for 
the clerk and you play the customer. Be sure 
to practice it together so it sounds natural. 


CUSTOMER: Young man, do you work here? 

BILL: Well, I’m supposed to be friend, heh, heh. 
But don’t tell the boss. You just looking? 

CUSTOMER: Just? I’m looking for a mixer. 

BILL: Man, we’re loaded with mixers. Over- 
stocked in fact. Let me toss out these boxes 
and I’ll show them to you. 

CUSTOMER: Look, I’m in a hurry, and... 

BILL: Sure, be right back. 

LONG PAUSE: 
Now, sir, a mixer? 

CUSTOMER: (ACIDLY) If it’s not too much trouble! 

BILL: What type mixer you want? 

CUSTOMER: I may be wrong, but I was hoping you 
could help me decide. 

BILL: Sure can. We got portables, 10 speed, five 
speed, cheap ones, high priced ones.. . 

CUSTOMER: I was considering a fingertip control model 
with about 12 speeds. Are they any good? 

BILL: Only the best on the market! We sell thou- 
sands of them! 
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CUSTOMER: Does this model have push-panel beater 


ejectors? 
BILL: Must have, it costs enough! 
CUSTOMER: What about stalling and racing? 
BILL: Stalling? Racing? Let me get Mr. Jordan 


back here. He’s the mixer expert. 
On this one Bill finally wised up in time and called for 
help before he booted the sale. Let’s get the discussion 
started. Who wants to open it on what he did correctly? 


Call on someone if there is no response. Con- 
tinue discussion. When you have touched on 
these points, summarize like this: 


Let’s summarize on the right way. Bill actually did do 
things right here. 1. He was friendly and cheerful. 2. 
He called on help before he lost the sale. Outside of 
that Bill is a much better stock boy than a clerk. Now 
what did he do wrong? 


Conduct discussion as above, then summa- 
rize: 


You’ve certainly taken Bill’s sales job apart. Here are 
some of his mistakes: 

e He was not alert enough to see the customer coming 
into his department. 

He made no approach at all. 

He ignored the customer when he did see him. 

He made the customer wait without reason. 

He forced the customer to make the opening. 

He was “smart,” familiar and rude to a stranger. 
He said they were “overstocked.” Always bad psy- 
chology. 

He made the customer wait while he discarded trash. 
He made unfounded claims about product quality 
and sales. 

He called prices “cheap” and “high priced.” 

He did not know his product. 

He continued to make “flip,” inappropriate remarks. 
He showed no interest in the customer’s buying sit- 
uation. Why did this man want a mixer? 

That about covers our material for tonight. Now is 
there a sales problem, or a sales situation that came up 
in this past month that we should talk out here tonight? 
Or is there any question about tonight’s meeting or a 
previous meeting that we should talk about? 

These meetings are for you people, and anything ‘we 
can discuss that will be helpful to your sales knowl- 
edge, understanding and technique is welcome. 


Handle any discussion then close the meet- 
ing. 


Tonight’s session was about the sales approach. How to 
get the sale started. Remember these simple points in 
approaching your customers: 

e Make a good first impression. 

e Be interested in their situation. 

e Be alert to customers. 

e Be prompt in approaching them. 

See if these ideas don’t help you to expand your own 
sales ability—and right along with it, expand your 
sales record! 


Serve refreshments at this point. Remind 
your group about the next meeting. Give 


time, date and place. 
© 1961 BY CHESTER G. CUNNINGHAM 
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Why did 
Ronson replace 


the shaver 
rated best? 





The CFL shaver, as you know, was rated best for speed. For I 
closeness. For comfort. But the CFL MARK II is even better. i 
Its new multi-blade miracle cutter not only gives the cleanest, 
quickest shaves on earth—it talks. When it crackles, whiskers i 
are coming off; when it hums, whiskers are gone. Mark II was 
born for demonstration. Promotion. Sales. And CFL MARK II 
introduces snap-in replacement blades and shaving screen 
(you sell them boxed in a set; the Ronson shaver stays “‘show- { 
case new.’’). Suggested retail $23.50. If you haven't seen it, 
attach this ad to your letterhead. Ronson will send you all the 
facts you need to add this profitable item. Appliance Product j 
Manager, Ronson Corp., 1 Ronson Road, Woodbridge, N. J. : 
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the SLIM WOOD 7 


by Sunbeam Oo a 

Ey hs 
Smart and modern as today’s customer! A picture frame 
thinness that everyone admires, the Slim Wood appeals to 
shoppers who admire clean lines and handsome usefulness. 
They see it as a desk or bedroom alarm that tells them the 
time—with style and beauty . . . and seeing leads to buying. 
The Slim Wood; Model BO14, regular dial, $10.95*, Model 
BOI4L, luminous dial, $11.95* 
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A QUICK CHECK OF BUSINESS TRENDS 


Latest |Preceding| Year HOW THEY 
Month Month Ago COMPARE 
FACTORY SALES 107 104 133 19.5% down* 
appliance-radio-TV index (Dec. 1960 vs. 
(1957 = 100) Dec. 1959) 
RETAIL SALES 17.9 18.2 18.9 5.3% down 
total ($ billions) = 
APPLIANCE-RADIO-TV 320 303 323 0.9% down 
STORE SALES (March 1961 vs. 
($ millions) March 1960) 
CONSUMER DEBT + + 274 279 294 6.8% down 
owed to appliance-radio-TV — a. 
dealers ($ millions) - 
FAILURES 33 28 27 rae 
of appliance-radio-TV dealers pl an 
HOUSING STARTS 106.5 19.9 72.5 hee fy 
vs. 
——- March 1960) 
AUTO OUTPUT 129.9** 124.5** 145.9°*| 10.9% down 
(thousands) 
PERSONAL CONSUMPTION 18.0+ 18.3+ 19.24] 6.3% down 
EXPENDITURES (4th qtr. 1960 vs. 
for furniture-household 4th gtr. 1959) 
equipment ($ billions) 
DISPOSABLE INCOME 357.14 358.14 347.0+ 2.9% up 
annual rate ($ billions) (1st gtr. 1961 vs. 
Ist qtr. 1960) 
CONSUMER SAVINGS 281+) = 27.24) = -23.7+] 18.6% up 
annual rate ($ billions) (Ist qtr. 1961 vs. 
Ist qtr. 1960) 
EMPLOYMENT 70,696 65,616 69,819 1.3% up 
(thousands) (April 1961 vs. 
April 1960) 

















*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally odjusted) . 
**Figures are for week ending May 14, 1961, and preceding week (revised). 


+ Figures are for quarters. 


+-+Federal Reserve Bulletin figures (revised). 





A QUICK CHECK OF INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room.......... 


DISHWASHERS 


DRYERS, Clothes, Electric......... 


FOOD WASTE DISPOSERS ........ 
FREEZERS 


PHONOGRAPH SHIPMENTS .... 


RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES ............. 


TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS ..........000000000.0.. 
RANGES, Electric, Standard... 
Built-in... 
RANGES, Gas, Standard 


Built-in.. 


VACUUM CLEANERS ................. 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, 


Electric (Storage) 
WATER HEATERS, Gas (Storage) 





1961 1960 % 
(Units) | (Units) | Change 
Mar. 224,100 210,900 + 6.26 
3 Mos. 528,600 | *441,500 +19.73 
Mar. 61,900 54,700 +13.16 
3 Mos. 141,600 137,200 + 3.21 
Mar. 56,475 60,946 — 1.34 
3 Mos. 175,534 205,021 —14.38 
Mar. 25,618 29,259 —12.44 
3 Mos. 91,057 105,154 —13.41 
Mar. 72,700 74,400 — 2.28 
3 Mos. 179,000 187,700 — 4.64 
Mar. 80,400 108,100 —25.62° 
3 Mos. 206,900 253,400 —18.35 
Mar. 289,865 305,777 — 5.20 
3 Mos. 836,962 | 1,182,821 —29.24 
Week May 5 177,268 204,790 —13.44 
18 Weeks 3,427,756 | 3,637,762 — 5.77 
Mar. 853,821 664,441 +28.50 
3 Mos. 2,100,729 | 2,079,308 + 1.03 
Week May 5 110,397 102,112 + 8.11 
18 Weeks 1,830,563 | 2,104,110 +13.00 
Mar. 530,105 501,829 + 5.63 
3 Mos. 1,382,178 | 1,600,369 —13.63 
Mar. 300,000 345,000 —13.04 
3 Mos. 764,700 925,600 —17.38 
Mar. 81,400 87,500 — 6.97 
3 Mos. 227,400 242,800 — 6.34 
Mar. 66,800 70,200 — 4.84 
3 Mos. 158,300 175,400 — 9.75 
Mar. 121,200 144,400 —16.07 
3 Mos. 318,500 391,300 —18.60 
Mor. 28,000 30,400 — 1.89 
3 Mos. 70,000 76,200 — 8.14 
Mar. 349.972 339,918 + 2.96 
3 Mos. 850,417 892,731 — 4]4 
Mar. 239,777 242,510 — 1.13 
3 Mos. 608,849 667,916 — 8.84 
Mar. 65,813 63,125 + 4.26 
3 Mos. 153,222 175,924 —12.90 
Mar. 10,908 18,746 —41.81 
3 Mos. 23,325 49,029 —52.43 
Mar. 71,800 80,300 —10.59 
3 Mos. 184,600 197,200 — 6.39 
Mar. 249,400 247,300 + 85 
3 Mos. 682,200 677,600 + .68 














*Iincludes January and 
February 1961 Revisions 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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TAKING STOCK A quick look at the way in which the 


stocks of 53 key firms within the industry behaved last week. This 


summary is another exclusive service for readers of EM WEEK. 
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<—6 Months Weekly 
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44 Averages of the 53 Stocks 
Listed Below 
40 
36 + 
32 
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Stocks and Dividends 1961 Close Close Net 
In Dollars High Low May 8 | May 15| Change 
NEW YORK EXCHANGE ; 
Admiral 15\/g 105 13% 13% + I, 
American Motors 1.20 21%, 16!/2 18% 18% + 
Arvin Ind. 1 28\/ 20 27%, 25% —2 
Borg Warner 2 43% 35 38% 40%, +2 
Carrier 1.60 47\/ 32%, 44% 47\/4 + 2% 
CBS 1.40B 42% 35H% 39% 39 — % 
Chrysler 1A 48 37% 43'/, 435% + Ve 
Decca Records 1.20 47'/, 32% 455% 42\/g im Sify 
Emerson Electric 1BXD 85 50 81%, 83 + 1% 
Emerson Radio .37T 16/4 11%, 15 15'/ + Ve 
Fedders 1B 245% 17V/g 22%, 255% + 3% 
General Dy. 1 45!/, 36% 38%, 37% am 
General Elec. 2 74 60!/2 65% 66!/s + ¥, 
General Motors 2 47Y%, 40% 46 467/g + 
General Tel & El .76 32! 26!/2 28% 283%, + VW 
Hoffman Elec. 29% 16l/, 25\/, 28!/g + 2%, 
Hupp Corp. .25F 11% 8 10'/, i + 
Magnavox 1 95% 46 9941/4 92!/2 — 1% 
Maytag 2A 49 36!/2 483% 50 + 1% 
McGraw-Edison 1.40 404% 30% 35% 37/4 + I, 
Minn. M&M .60 87 70// 81% 80!/, — 1% 
Montgomery Ward 1 34%, 28 31, 30% 7 
Monarch .04 18!/, 13% 19 18% on 
Motor Wheel 1 20!/, 11% 15% 17%, + 1% 
Motorola 1 100 75g 97%, 96!/> — if, 
Murray Corp. 30% 26% 28\/2 29/4 + % 
Norris-Thermador 33/4 18 26% 33, + 6% 
Philco 25'/, 17% 21% 23% + 2/, 
RCA 1B 6555 49'/, 64 65 4 
Raytheon 2.37T 427, 35% 36% 39 + 2%, 
Rheem 23!/, 13, 22'/2 21 — 1, 
Ronson .60 24!/2 12V/s 23 24!/, + I, 
Roper GD 25!/2 16% 2454 24I/, a 
Schick 14, 8/4 11g 11% + ¥ 
Siegler Corp. .40B 34 27 30% 29%, a 
Smith A. O. 1.60A 37% 31% 345% 343% — -. 
Sunbeam 1.40A 54!/, 45% 45%, 51 + 5, 
Welbilt .10E bl), 4l/, 5%, 6l/. + % 
Westinghouse 1.20 50 40!/, 44 44\/, + 
Whirlpool 1.40 34\/, 27%, 32% 33 + i, 
Zenith 1.60A 144%, 97\/, 141 149 + 8 
AMERICAN EXCHANGE 
Century Electric 103% 544 9 8%, o- 
lronrite .25T 8l/, 5I/, 7% 4 — 
Lynch Corp. 87T 12%, 8\/, 12! 115% — 
Muntz TV 7 4 5, b/s + 1% 
National Presto .60 31 12, 275% 26!/g — Il, 
Nat. Un. Elec. (Eureka) 4\/, 1% 3 4 + 
Pentron 6'/, 2% 54, 5% + ¥% 
Proctor-Silex 8l/, 5!/, 7 8\/, + ii 
Republic Trans. 91/2 4\/, 6!/2 8 + II, 
Trav-ler Radio 7\/, 45% 6%, 7 + If, 
MIDWEST EXCHANGE 
Knapp-Monarch —_ — 7%, 7% ‘aie 
Webcor _ _ 10%, 9%, — % 

















A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable 


1961, estimated cash value on ex-dividend or ex-distr 
cash value on ex-dividend or ex-distribution date. 


in stock during 


ibution date. T—Payable in stock during 1960, estimated 





ANALYSIS: Despite the Commerce 
Department’s opinion that the eco- 
nomic recovery will be, at best, slow, 
the market continued its advance last 
week. With the business news re- 
maining to be on the bright side most 
issues were up and trading was 
brisk. On the EM WEEK chart the 
average rose for the third straight 
week with this week’s reading hit- 


MAY 22, 1961 


ting a 1961 high of 3334. There were 
15 new highs last week among the 
34 advancing stocks. Zenith, up a 
total of 191% pts. in the past three 
weeks, was plus 8. Other sizable 
gains were recorded by Sunbeam and 
Norris-Thermador, while Decca, in 
losing better than 3 points, led the 
declining issues. Market outlook: 
Excellent. 
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MANITOWOC wins the race for space 
clean, uncluttered styling 
density fiberglas insulation 
up on the shelves or food 


with 
space-saving 


no frost to bulk 


aly c4al 


Tale Gal-Wa-bial>i-1a-hee); 
eo] mid -1-74-1 

Nam ilat-lmmore] fab cele) 7a) MANITOWOC provides 
more useable storage space 
idat-lamme- Lah ame) dal -1 
Jey-Tel-M PV) Oh AO) Ome ol 0h e-mheal-MBilal-1-) ama-bial-i-1e-helela| 
systems man has yet achieved. FLOWING COLD 
hfe] ame] de) ol-1am¢-laale\-1e-hd0la-mr-lale male laallolha mmdaiaeley=aarel eh 
the refrigerator section; WRAP-AROUND COLD 
Tale dal -mia-1-y4-1an Col .¢-1-1 om cae? 4-1ammcelelel-Mig-t-Jal-1am (olal4-1) 
Plus ‘‘Frost-Away’’ Defrosting and other 
neering advancements that make MANITOWOC 
FIRST IN SPACE FIRST IN PROFIT. Climb on 


aatelei-1 mnie) aim aalelel-1m 


refrigerator freezer! Into this 


engi: 


dal-mar-] Lalealialcamey-(e mm alely a 
































REFRIGERATOR-FREEZERS 


Three luxurious models. Write today for spec sheets and prices. 








pele iieneeee, 


MANITOWOC EQUIPMENT WORKS 
Division of The Manitowoc Company 
Manitowoc, Wisconsin 


Rush complete descriptive literature and prices on the Manitowoc Imperial 


line of refrigerator-freezers. 


Dept. EW-5 





Name 
Store 
Address 
City we Zone __State a Py 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


NEVER BEFORE OFFERED! 


BIG SIZE! 
LOW PRICE! 




































RCA WHIRLPOOL 13.9 CU. FT. 
REFRIGERATOR-FREEZER 


...With no frost build-up in refrigerator section 






So much refrigerator at such a low price! Big in capacity ...a 
13.9 cu. ft. refrigerator-freezer with ample space for 107 Ibs. of 
frozen foods. Big in important features . . . including no trouble- 
some frost build-up in refrigerator section, ‘‘zero-degree”’ freezer, 
Million-Magnet* doors, glide-out shelves, jumbo twin crispers, 
portable egg bin, super-storage door with butter keeper, snack 
and cheese bins, and many more. Big in quality, too. . . as- 
suring dependable performance for years. And, to top it all, this 
RCA WHIRLPOOL 2-door refrigerator-freezer is priced to sell the big- 
volume middle market . . . priced to outsell competition’s smaller 
“‘price leaders”! Here’s what you need to get sales rolling at top 
speed. See or call your RCA WHIRLPOOL distributor . . . now! 

*Tmk. 
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MODEL HS-14T 





MODEL HS-14B 


Here’s a low-priced, 
bottom-mounted 
RCA WHIRLPOOL re- 
frigerator-freezer .. . 
Model HS-14B ... 
with even bigger 
frozen food storage 
capacity and many 
other important 
features! Another 
big seller! 


Join up!...it’s easier 
to sell RCA WH/RLPOOL 
than sell against it! 


To ne introduced this month 
Stier full-page ads in 

AY SUPPLEMENTS 

throughout the country! 


Tie y 
P...and Step up your sales! 
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CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers ¢ Vacuum Cleaners. 


Use of trademorks ms and RCA authorized by trademork owner Radio Corporation of America 
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